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учебное пособие содержит контрольные задания, которые направлены 
на совершенствование коммуникативной компетенции студентов, изуча-
ющих иностранный язык, в частности английский. упражнения позволят 
студентам развить коммуникативные умения в четырех основных видах 
речевой деятельности — чтении, говорении, аудировании, письме, а также 
расширить словарный запас и знания грамматических конструкций, свя-
занных со сферой рекламы и связей с общественностью, углубить навыки 
лингвистического и стилистического анализа профессиональных текстов. 
Материалом для контрольных заданий послужили аутентичные тексты, 
что дает возможность более глубокого вхождения в иноязычную среду. 
для студентов и магистрантов, обучающихся по специальности «рек-
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4современная концепция обучения иностранному языку пред-
усматривает формирование коммуникативной компетенции сту-
дентов. ее составной частью является речевая компетенция, 
предполагающая развитие коммуникативных умений в четырех 
основных видах речевой деятельности и, в том числе, чтения. 
однако в рамках аудиторных занятий представлено в основном 
«интенсивное» чтение — чтение аутентичных текстов, по цели 
подразделяющееся на три вида: ознакомительное, изучающее 
и поисковое. среди текстов, предназначенных для такого чтения, 
встречаются и отрывки, взятые из оригинальной литературы, но 
они, как правило, адаптированы и их объем небольшой. нередко 
необходимость прочитать статью или книгу на иностранном язы-
ке пугает студентов — непривычно большой объем текста, незна-
комая лексика и грамматические структуры и непонятные реалии 
чужой культуры могут быть серьезными препятствиями к само-
стоятельному чтению.
основной курс английского языка не предполагает «экстен-
сивного чтения», однако важность его как составной части из-
учения иностранного языка трудно переоценить. в Федеральном 
государственном образовательном стандарте (Фгос) прописана 
необходимость обеспечить «сформированность устойчивого ин-
тереса к чтению как средству познания других культур». также 
студентам необходимо иметь опыт систематизации научно-прак-
тической информации по теме научного исследования в области 
рекламы и связей с общественностью, а также владеть приема-
ми самостоятельной работы с языковым материалом (лексикой, 
ПредИслОВИе
5грамматикой, фонетикой) с использованием справочной и учеб-
ной литературы. Эту и ряд других целей и задач поможет решить 
данное пособие.
курс домашнего чтения на английском языке должен допол-
нять основной курс английского языка, выполняя ряд функций.
Первостепенные задачи, реализующиеся в рамках курса 
чтения:
1. Формирование интереса к чтению на английском языке. ра-
ботая с аутентичными текстами разных жанров под руководством 
преподавателя, студенты приобретут бóльшую уверенность в сво-
их силах, научатся преодолевать языковые трудности, почувству-
ют вкус к чтению литературы по специальности.
2. углубление знаний в области культуры стран изучаемого язы-
ка. данные материалы позволят студентам познакомиться с образ-
цами современных материалов зарубежных авторов, связанных 
со средствами массовой информации, рекламой и связями с обще-
ственностью.
3. обучение началам литературного анализа. выполняя зада-
ния по прочитанным материалам, студенты научатся излагать ос-
новное содержание, составлять информацию, познакомятся с неко-
торыми идейно-содержательными, композиционными, языковыми 
особенностями научно-популярной литературы. 
4. Формирование прописанного в Фгос умения «исполь-
зовать иностранный язык как средство для получения информа-
ции из иноязычных источников в образовательных целях». посо-
бие включает в себя научно-популярную литературу и отрывки из 
монографий по следующим темам: Public Relations History, Mass 
Media, Advertising and Popular Culture. пособие, таким образом, 
стимулирует познавательную активность студентов, расширяет их 
кругозор и укрепляет межпредметные связи.
Вспомогательные задачи, решающиеся совместно с основ-
ным курсом:
1. расширение словарного запаса студентов за счет лексиче-
ских единиц текстов пособия и, что особенно важно, устойчивых 
словосочетаний.
62. дальнейшее развитие устной монологической и диалогиче-
ской речи при помощи пересказов разных видов, обсуждения про-
читанного, дискуссий и докладов.
3. Формирование навыков академического письма через вы-
полнение специальных заданий, таких как составление рефератов, 
аннотаций и описание статистических тенденций.
результаты освоения курса
Личностные результаты:
• повышение учебной мотивации путем формирования инте-
реса к чтению;
• расширение кругозора учащихся и стимулирование познава-
тельной деятельности;
• воспитание толерантности и уважения к чужой культуре;
• повышение учебной автономности студентов: от чтения под 
руководством преподавателя до самостоятельного внеаудиторного 
чтения на иностранном языке.
Метапредметные результаты:
• формирование умения работать с книгой как с источником 
информации;
• воспитание «грамотного читателя», умеющего выбирать ма-
териалы для чтения в соответствии со своими целями и задачами, 
работать со справочными источниками, анализировать прочитанное;
• дальнейшее развитие умения вести дискуссию, аргументи-
ровать свою точку зрения.
Предметные результаты
пособие может внести заметный вклад в формирование ком-
муникативной иноязычной компетенции учащихся:
• в области речевой компетенции — способствует формирова-
нию умений в основных видах речевой деятельности (чтение, гово-
рение и письмо);
• в сфере лингвистической компетенции — позволяет ов-
ладеть новыми языковыми средствами, как лексическими, так 
и грамматическими;
• в области социокультурной компетенции — приобщает сту-
дентов к культуре, традициям, реалиям стран изучаемого языка.
7в ходе работы над текстами студенты знакомятся с содержани-
ем, развивая при этом навыки чтения; знакомятся с историческими 
фактами и особенностями описываемых событий, а также с совре-
менными тенденциями в развитии сМи, связей с общественно-
стью и рекламы; выполняют разнообразные задания на проверку 
понимания; анализируют прочитанное, обсуждают ситуации и по-
ступки; учатся пересказывать текст подробно и кратко (выбирая 
основное содержание); расширяют свой словарный запас и овла-
девают новыми грамматическими структурами; овладевают навы-
ками академического письма.
структурно предлагаемые задания включают в себя: 1) до-
текстовые задания, направленные на пробуждение интереса к дан-
ной теме путем установления связей с предыдущим опытом сту-
дента (Personalizing); на снятие лексических трудностей при 
чтении текстов, как произносительных, так и связанных с пони-
манием лексического значения многозначных слов; на установле-
ние соответствий между терминологией в русском и английском 
языках (Before reading); 2) задания, связанные с пониманием про-
читанного, что предполагает чтение с извлечением основного со-
держания (Reading for Gist/Skimming); чтение с полным извлече-
нием информации или с поиском конкретных деталей (Reading for 
Detail/Scanning). в случае необходимости и в целях более полного 
понимания материала студенту предлагается осуществить поиск 
дополнительной фоновой информации в интернете; 3) задания, 
связанные с содержанием материалов и интерпретацией/оценкой 
прочитанного: анализ содержания; составление плана прочитан-
ного, резюме и аннотации; учебная дискуссия. в конце пособия 
даны ключи к заданиям.
пособие также содержит методические указания для студентов, 
объясняющие, как работать с текстами, а также приложение, состо-
ящее из двух частей: 1) клише, используемые при реферировании 
текста или статьи; 2) глоссарий, включающий определения наибо-
лее часто встречающихся терминов из области PR и рекламы. 
Методическая новизна данного учебно-методического ком-
плекса обусловлена отбором аутентичного материала по темам, 
представляющим интерес для специалиста по связям с обществен-
ностью и рекламе; студенто-центрированным подходом: основной 
акцент делается на организации самостоятельной деятельности 
студентов, поскольку пособие позволяет организовать самостоя-
тельную работу студента и способствует личностному развитию 
студента как будущего специалиста в сфере связей с общественно-
стью и рекламы; обучение творческому и критическому отноше-
нию к содержанию учебного материала (критическое осмысление, 
логическое обоснование, отстаивание своей точки зрения и т. д.); 
одновременное развитие чтения, говорения и письма, что обуслов-
лено их взаимосвязанностью в процессе реального профессио-
нального общения.
авторы надеются, что данное пособие позволит достичь вы-
сокой мотивированности в изучении как иностранного языка, так 
и специальных предметов, что способствует повышению интереса 
к занятиям, позволяет совершенствовать личностные качества сту-
дента и позволит им получить доступ к самым современным мате-
риалам, связанным с профессиональной деятельностью.
9особенностью овладения иностранным языком является то, 
что объем самостоятельной работы студента по выработке рече-
вых навыков и умений должен значительно превышать объем 
практических аудиторных занятий с преподавателем. таким обра-
зом, каждому аудиторному двухчасовому занятию должно предше-
ствовать около двух часов самостоятельной работы студента.
для того чтобы добиться успеха, необходимо заниматься си-
стематически. самостоятельная работа студента по изучению ино-
странного языка охватывает: заучивание слов английского язы-
ка; уяснение действия правил словообразования; грамматические 
правила; чтение текстов на английском языке вслух в соответствии 
с правилами чтения; понимание текстов, перевод на русский язык 
(устный и письменный).
для того чтобы достигнуть указанного в целевой установке 
уровня владения языком, следует систематически тренировать па-
мять заучиванием иноязычных слов, отрывков текстов. надо пом-
нить, что способности развиваются в процессе работы, что осмыс-
ленный материал запоминается легче, чем неосмысленный, что 
навык вырабатывается путем многократного повторения выполня-
емого действия.
раБОта над текстОм
поскольку основной целевой установкой обучения иностран-
ному языку является получение информации из иноязычно-
го источника, особое внимание следует уделить чтению текстов. 
метОдИческИе указанИя  
для студентОВ
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понимание текста достигается при осуществлении двух видов 
чтения: 
1) чтение с общим уяснением содержания;
2) изучающее чтение.
Читая текст, предназначенный для понимания общего содержа-
ния, необходимо, не обращаясь к словарю, понять основной смысл 
прочитанного.
точное и полное понимание текста осуществляется путем изу-
чающего чтения, которое предполагает умение самостоятельно про-
водить лексико-грамматический анализ текста. итогом изучающего 
чтения является адекватный перевод текста на родной язык с помо-
щью словаря. при этом следует развивать навыки пользования отрас-
левыми терминологическими словарями и словарями сокращений.
оба вида чтения складываются из следующих умений: а) до-
гадываться о значении незнакомых слов на основе словообразо-
вательных признаков и контекста; б) видеть интернациональные 
слова и определять их значение; в) находить знакомые грамма-
тические формы и конструкции и устанавливать их эквиваленты 
в русском языке; г) применять знания по специальным предметам 
в качестве основы смысловой и языковой догадки.
сОстаВленИе ГлОссарИя  
ПрОфессИОнальных термИнОВ
Чтение профессионально-ориентированной литературы пред-
полагает обязательное составление словаря терминов. помимо 
основной цели — расширения лексического запаса — примене-
ние такой формы работы студента может способствовать созда-
нию дополнительной языковой базы для использования в учеб-
ных и профессиональных целях (написание рефератов, докладов 
на иностранном языке и т. д.); расширению филологического опы-
та студента путем языковедческого анализа слов, правил их заим-
ствования в другие языки; изучению способов словообразования. 
при этом необходимо рекомендовать студенту руководство-
ваться следующими общими правилами:
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• отобранные термины и лексические единицы должны отно-
ситься к широкому и узкому профилю специальности;
• отобранные термины и лексические единицы должны быть 
новыми для студента и не дублировать ранее изученные;
• отобранные термины и лексические единицы должны быть 
снабжены транскрипцией и переводом на русский язык (во избе-
жание неточностей рекомендуется пользоваться специализирован-
ным словарем);
• отобранные термины и лексические единицы предназначе-
ны для активного усвоения.
раБОта сО слОВарем
при переводе текста необходимо уметь работать со словарем.
1. работа со словарем имеет большое значение при переводе. 
она способствует углублению и расширению знаний в области лек-
сики, грамматики, фонетики. умение пользоваться словарем уско-
ряет темп перевода. для развития этого умения необходимо: знать 
алфавит для быстрого отыскивания нужного слова; знать порядок 
размещения слов в словаре по принципу последовательности букв 
в слове вплоть до последних букв слова; знать структуру словаря: 
расположение материала в словаре, условные обозначения и со-
кращения, наличие грамматического справочника и таблиц непра-
вильных глаголов; знать структуру словарной единицы и исходную 
форму слова, уметь определить значение производной формы; знать 
построение семантического (смыслового) гнезда слов.
обратите внимание на то, что для быстроты поиска слов на 
каждой странице словаря вверху даются три первые буквы слов, 
помещенных на данной странице: слева — три первые буквы сло-
ва, с которого начинается страница, справа — три первые буквы 
слова, которым заканчивается страница.
2. в словаре имеется справочный материал. возьмите любой 
англо-русский словарь и ознакомьтесь с расположением справочно-
го материала. просмотрите список условных сокращений. обычно 
такого рода справочный материал дается в начале словаря, а список 
географических названий, грамматический справочник — в конце 
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словаря. посмотрите по различным словарям, что входит в спра-
вочный материал.
3. слова, относящиеся к изменяемым частям речи, вклю-
чаются в словарь в своих исходных формах: имя существитель-
ное — в форме единственного числа, имя прилагательное — в по-
ложительной степени сравнения, в форме единственного числа, 
глагол — в неопределенной форме. если даются сочетания с этим 
словом, то основное слово заменяется знаком ~ (тиль да). иногда 
повторяющаяся часть слова отделяется от изменяемой двумя вер-
тикальными параллельными черточками ||.
4. во многих словарях принята алфавитно-гнездовая система 
слов. по этой системе термины, состоящие из определяемых слов 
и определений, следует искать по ведущему термину, т. е. по опре-
деляемому слову. ведущий термин в гнезде заменяется также зна-
ком ~ (тильда).
раБОта над лексИкОй
Чтобы понимать читаемую литературу, необходимо овладеть 
определенным запасом слов и предложений. для этого рекоменду-
ется регулярно читать на английском языке учебные тексты, газе-
ты и оригинальную литературу по специальности. 
работу над закреплением и обогащением лексического запаса 
рекомендуем проводить следующим образом: слова выписывайте 
в тетрадь или на карточки в исходной форме с соответствующей 
грамматической характеристикой, т. е. существительные — в един-
ственном числе, глаголы — в неопределенной форме (в инфинити-
ве), указывая для неправильных глаголов основные формы.
при переводе с английского языка на русский необходимо пом-
нить, что трудности вызывает следующее:
1. многозначность слов. например, слово convention имеет 
значения: 1) собрание, съезд; 2) договор, соглашение, конвенция; 
3) обычай; 4) условность. подобрать нужное значение слова мож-
но только исходя из контекста. ср.: The convention was successful. 
собрание прошло успешно. — That is not in accordance with con-
vention. Это здесь не принято. 
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2. Омонимы (разные по значению, но одинаково звучащие сло-
ва). их следует отличать от многозначных слов: some — какой-ни-
будь и sum — сумма; break — ломать и brake — тормоз; left — левый 
и left — Past Indefinite (Simple) от глагола to leave — оставлять, поки-
дать. ср.: Only few people write with the left hand. немногие пишут ле-
вой рукой. — They left Moscow for Kiev. они уехали из Москвы в киев.
3. конверсия — образование новых слов из существующих 
без изменения написания слов. наиболее распространенным яв-
ляется образование глаголов от соответствующих существитель-
ных. например: water — вода → to water — поливать; control — 
контроль → to control — контролировать; cause — причина → 
to cause — причинять, являться причиной.
4. Интернационализм. в английском языке большое место за-
нимают слова, заимствованные из других языков, в основном ла-
тинского и греческого. Эти слова получили широкое распростра-
нение и стали интернациональными. по корню таких слов легко 
догадаться об их переводе на русский язык, например: mechaniza-
tion — механизация; atom — атом и т. д. 
другие слова по звучанию несколько сходны с соответству-
ющими русскими словами, но их значение не всегда совпадает 
со значением русских слов. так, transformation не только «транс-
формация», но и «преобразование, изменение». 
однако нужно помнить, что многие интернационализмы рас-
ходятся в своем значении в русском и английском языках, поэтому 
их часто называют «ложными друзьями» переводчика. например: 
accurate имеет значение «точный», а не аккуратный, resin — «смо-
ла», а не резина, control означает не только «контролировать», но 
и «управлять» и т. д.
5. словообразование. Эффективным средством расширения 
запаса слов в английском языке служит знание способов слово-
образования. умея расчленить производное слово на корень, суф-
фикс и префикс, легче определить значение неизвестного слова. 
кроме того, зная значения наиболее употребительных префиксов 
и суффиксов, вы сможете без труда понять значение гнезда слов, 
























































































































6. в английском языке есть ряд глаголов, которые употребля-
ются с послелогами и образуют новые понятия. благодаря после-
логам сравнительно незначительная группа слов отличается боль-
шой многозначностью. к этой группе относятся глаголы to get, 
to be, to make, to go, to put и ряд других.
в словаре глаголы с послелогом пишутся после основного зна-
чения глагола в порядке алфавита послелогов. Часто перед после-
логом пишется только начальная буква основного глагола, напри-
мер: to go — идти; to go about — циркулировать (о слухах, деньгах); 
to go back — возвращаться; to go in for — увлекаться.
7. в английском языке существительное очень часто употре-
бляется в функции определения без изменения своей формы. 
структура «существительное + существительное + существитель-
ное» (и т. д.) вызывает трудности при переводе, так как существи-
тельные стоят подряд. главным словом в такой группе является 
последнее, а все предшествующие существительные являются 
определениями к нему.
некоторые существительные-определения могут переводиться 
прилагательными, например: stone — камень; building — здание; 
stone building — каменное здание; building stone — строительный 
камень.
однако такой способ перевода не всегда возможен; часто та-
кие определения приходится переводить существительными 
в косвенных падежах или предложными оборотами. порядок пе-
ревода обусловливается смысловыми связями между определени-
ями и определяемым словом. перевод следует начинать справа на-
лево с последнего существительного, а существительные, стоящие 
перед ним в роли определения, нужно переводить на русский язык 
существительными в косвенных падежах (чаще родительном) или 
предложным оборотом, например: export grain — зерно на экспорт 
(экспортное зерно); grain export — экспорт зерна; Physics Institute 
Laboratory — лаборатория института физики.
8. в текстах научного характера английские словосочетания 
часто переводятся одним словом: raw materials — сырье; radio 
operator — радист; construction works — стройка.
9. иногда при переводе с английского языка на русский прихо-
дится применять описательный перевод и передавать значение ан-
глийского слова с помощью нескольких русских слов. например:
• существительные: characteristics  — характерные 
особенности; necessities  — предметы первой необходимости; out-
put  — выпуск продукции;
• глаголы и наречия: to average  — составлять, равняться 
в среднем; mainly (chiefly) — главным образом.
10. научная литература характеризуется наличием большого 
количества терминов. термин — слово или словосочетание, ко-
торое имеет одно строго определенное значение для определен-





exercise 1. Answer the questions.
1. When do you think history of public relations began?
2. Do you know anything about ancient origins of public relations?
3. What country has made the greatest contribution to public rela-
tions history in your opinion?
Before reading
exercise 2. Give Russian equivalents of the following words:
1. to sow 8. to court
2. ivory 9. support
3. a newsletter 10. in order to
4. citizenry 11. to commission
5. BCE 12. divine
6. civil 13. to ordain
7. to destroy 14. requirement
exercise 3. Find the pronunciation of the following words:
1. ancient 7. to conquer
2. medieval 8. technique
3. to contribute 9. Mediterranean
4. persuasive 10. emperor
5. influential 11. epic
6. realm 
UNIt 1
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exercise 4. Find and list all the words in the text with a similar meaning 
to:
1. crops 6. a purpose
2. to boost 7. a problem
3. modern 8. to define
4. to suggest 9. to describe
5. to understand 10. to dispute
exercise 5. Find some more information in the Internet about Socrates 
of Athens, Plato and Aristotle of Athens mentioned in the text.
Text A. Public Relations Hystory
Compiled by Ron Smith (Updated Fall 2004)
Ancient Origins of Public Relations
Ancient civilizations and medieval society offer glimpses at public 
relations-like activities.
Ptah-hotep, the advisor to one of the ancient Egyptian pharaohs, 
wrote about 2,200 BCE of the need for communicating truthfully, ad-
dressing audience interests, and acting in a manner consistent with what 
is being said.
Archeologists have found ancient bulletins and brochures in ancient 
Mesopotamia (present-day Iraq) dating to about 1,800 BCE. these pub-
lications on stone tablets told farmers how to sow crops, irrigate their 
fields, and increase their harvests. these were important goals for mo-
narchs who wanted their followers to be well fed and prosperous, both 
requirements for a stable empire.
In 5th Century BCE Greece, the practice of democracy required that 
citizens could effectively argue their point of view. the Sophists taught 
the skills of public speaking, often arguing whichever side of an issue 
that hired them. Protagoras is one of the best-known Sophist teachers.
Later, in the 3rd Century BCE, the philosopher Socrates of Athens 
taught that, rather than the relativism of the Sophists, effective commu-
nication should be based on truth. His student, Plato, carried on Socrates’ 
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work. But it was Plato’s student, Aristotle of Athens, who has contributed 
most to contemporary communication thought. Aristotle analyzed per-
suasive communication and taught others how to be effective speakers, 
specifically by developing compelling and ethical arguments to offer ver-
bal proofs. Aristotle’s book Rhetoric remains influential to this day.
In the civil realm, Philip of Macedonia had conquered the whole 
of Greece. His son Alexander the Great, was a student of Aristotle. 
Philip extended his rule throughout Northern Africa, Asia Minor and 
India. Both rulers had gold and ivory statues of themselves placed 
in towns and temples throughout the conquered lands as constant re-
minders of their presence — a common technique associated with pub-
lic relations, still practiced in examples such as commemorative stamps, 
monuments, stadiums, named buildings, and so on.
Elsewhere in the classical Mediterranean world, others were also 
studying communication. In Sicily, Corax of Syracuse wrote a book 
about persuasive speaking. In Rome, tullius Cicero developed the ear-
lier Greek rhetorical method for presenting persuasive arguments 
in public, and Marcus Fabius Quintilianus taught about the ethical con-
tent of persuasion.
the Roman general Julius Caesar, in the mid-First Century BCE, 
sent public reports back to Rome about his military and political victo-
ries in Gaul. Later, as ruler of Roman republic, he ordered the posting 
of Acta Diurna, regarded as the first public newsletter, to keep the citi-
zenry informed.
After a lengthy civil war that destroyed the 500-year-old Roman re-
public, Augustus became the first Roman emperor in 27 BCE. Augustus 
courted public opinion, realizing that he needed the support of the peo-
ple in order to reign successfully. One of his tactics was to commission 
the poet Virgil to write The Aeneid, an epic poem that identifies Rome 
as the fulfillment of a divine plan and which depicts Augustus as being 




exercise 6. Read the text once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
the passage describes 
(A) the history of advertising from Egyptian time to this century.
(B) the use of advertising techniques for non-commercial purposes.
(C) the history of advertising from Egyptian time to 27 BCE.
exercise 7. What do the following figures and dates mean?
1. 2,200 BCE 5. mid-first century BCE
2. 1,800 BCE 6. 500-year-old
3. 5th сentury BCE 7. 27 BCE
4. the 3rd Century BCE
Reading for detail
exercise 8. Read the text and decide whether the following sentences 
are true (т) or false (F).
1. Plato was Aristotle’s student.
2. Philip of Macedonia conquered almost the whole world.
3. Archeologists have found ancient bulletins and brochures in pre-
sent-day Iraq.
4. these bulletins and brochures date to 2000 BC.
5. Plato is one of the most famous Sophist teachers.
6. Socrates said that effective communication should be based on truth.
7. Aristotle’s book Rhetoric is well-known nowadays.
8. Julius Caesar became the first Roman emperor.
exercise 9. Read the article again and underline words and phrases that 
you do not know. Write your own definitions. Use a dictionary if 
necessary.
exercise 10. Analyze the sentence “But it was Plato’s student, Aristotle 
of Athens, who has contributed most to contemporary communica-
tion thought”.
Compare: It is our age that has offered possibilities for new 
types of experiments in this field of science. — именно наш 
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век создал возможности для использования новых методов 
экспериментального исследования в этой области науки.
exercise 11. Answer the questions.
1. What did publications on stone tablets tell farmers?
2. Who is one of the best-known Sophist teachers?
3. What did Socrates of Athens teach?
4. Who carried on his work?
5. Who has contributed most to contemporary communication 
thought?
6. What book by Aristotle is well-known nowadays?
7. Where did Philip of Macedonia and Alexander the Great have 
statues of themselves?
8. What is Julius Caesar famous for?
9. What destroyed the Roman republic?
10. Who did Augustus ask to write an epic poem?
exercise 12. Choose the correct option.
1. the publications on stone tablets taught farmers to…




2. Aristotle’s book Rhetoric… nowadays.
a) is significant
b) is unknown
c) is of no interest
d) has got out of existence


















exercise 13. Look through the text again. Give the main points of each 
paragraph of the text.
exercise 14. Put a key-question to each paragraph of the text given 
above.
exercise 15. Make up a detailed plan of the text.
exercise 16. Abridge the text by way of shortening each paragraph 
(throwing off unnecessary sentences and even words).
exercise 17. Summarize the text to the others in your group.
Speaking
exercise 18. Identify and discuss contemporary parallels to some 
of these examples of the ancient origins of the public relations.
exercise 19. (Interview) think about the questions you would ask any 
of the famous people mentioned in the text. Make up dialogues with 
your partner.
Writing
exercise 20. Collect all the information and write an abstract under 
the title “Famous ancient people”.
exercise 21. Write a summary of the text. Use ‘the author describes 
(presents, touches upon)’ etc.
exercise 22. think about some famous people you know something 




exercise 1. Answer the questions.
1. Do you think that public relations have ever been linked with re-
ligion?
2. In what way can public relations be connected with religion?
3. Do you know any priests who made a great contribution to public 
relations in the past?
Before reading
exercise 2. Mind the pronunciation of the following words:
1.  maintenance 8. honorable
2.  cohesive 9. the Bible
3.  society 10. synagogue
4.  throughout 11. catholic
5.  Christianity 12. similarly
6.  a colleague 13. honesty
7. orchestration
exercise 3. Study the key-vocabulary.
1. Maintenance (noun) — the process of keeping something 
in existence.
2. Refute (verb) — to say that a statement is not true.
3. Bide (verb) — to stay in a place.
4. Cohesive (adjective) — combining well to form a strong well-
organized unit.
5. Preach (verb) — to talk about a religious subject at a religious 
meeting, especially in church.
6. Endorsement (noun) — support.
7. Bishop (noun) — a senior Christian priest.
8. Diocese (noun) — an area that a bishop is in charge of.
9. Disregard (noun) — the ability of somebody who does not re-
spect something.
10. Connotation (noun) — an additional idea or emotion that a word 
suggests to you, that is not part of its usual meaning.
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exercise 4. Find English equivalents of the following words in the text 
(text C).
1. преувеличение 8. недостаточный, скудный
2. незаселенный 9. покинуть, забросить
3. беспечный, веселый 10. поощрять
4. привлекать 11. подгонять, подстрекать
5. объезд, окольный 12. тем временем
6. убедить 13.  равнина
7. болотистая местность 14. предшественник
Text B. Public Relations in Religious History
Much of the pre-history of public relations is linked with the growth 
and maintenance of religion, one of the most basic and cohesive aspects 
of society throughout the ages.
John the Baptist is recognized in the social history of Christianity as 
the precursor or advance man who was effective in generating among 
his publics an anticipation and enthusiasm for Jesus Christ.
In the mid-First Century, Peter and Paul led the Christian Apostles 
in their use of many persuasive techniques, such as speeches, staged 
events, letters and oral teaching. their aim was to increase interest 
in Jesus and his message, to increase membership in the new religious 
movement, and to maintain morale and order among church members.
Paul of tarsus and the gospel writers Matthew, Mark, Luke and 
John used the strategies of interpretation and audience segmentation, 
each presenting essentially the same story, as it developed through 
a process of telling and re-telling, writing four different versions to ap-
peal to the interests and needs of four different audiences.
the Roman Emperor Nero used the strategy of orchestrating events 
when he blamed the burning of Rome on the Christians. It is an exam-
ple of telling your side of the story first so that any other versions are 
received as being different from what people already have heard.
the early Christian Church preserved and enhanced the concepts 
of rhetoric. In Roman Africa, the 5th Century philosopher-bishop 
Augustine of Hippo developed the art of preaching, insisting that truth 
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is the ultimate goal of such public speaking. Later in Northern Europe, 
the 8th Century Saxon theologian Alcuin reinterpreted Roman rhetori-
cal teachings for the Emperor Charlemagne.
Use of public relations strategies and tactics was not limited 
to the Christian church. In 6th Century Northern Africa, the prophet 
Mohammed sometimes retired to an out-of-the-way place to ponder 
problems facing his people, eventually to emerge with writings that he 
identified as the word of Allah. these writings, eventually assembled 
as the Koran, thus received a credibility that led to easy acceptance by 
his followers.
In the Middle Ages, the church applied principles of persuasive 
communication in an effort to recapture the lands of Christian origin. 
Pope Urban II in 1095 sent his message throughout Europe using the ef-
ficient communication system of monasteries, dioceses and parishes. 
He used a sustained approach that involved all the communication tac-
tics of the times, including writing, public speaking, word of mouth, 
slogans and symbols. His persuasion to influence public opinion was 
effective, as he attracted thousands of volunteers for the first of a series 
of Holy Crusades.
In 1215 the archbishop of Canterbury, Stephen Langton, used tac-
tics of lobbying and government relations as he persuaded the influen-
tial English barons to join him in demanding that King John recognize 
the rights of both the barons and the church. the result of this success-
ful persuasion was the Magna Carta, the document that laid the founda-
tion for constitutional government not only in England but eventually 
around the world.
Later in the 13th Century, the philosopher-monk thomas Aquinas 
revisited Aristotle to study the persuasive nature of religious commu-
nication. throughout the centuries, the various branches of the Chris-
tian Church developed the apologetics, the systematic attempt to assert 
the reasonableness of faith and to refute opposing arguments. Modern-
day preachers and evangelists continue this tradition in persuasive com-
munication for religious purposes.
In England, John Wycliffe courted public opinion when he took his 
campaign for church reform to the people in 1351. He used illegal street 
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lectures, pamphlets and books to win over the common people to his 
cause. Capitalizing on his success, the priest became a writer for English 
royalty in its on-going feud with the clergy over church-state issues.
three hundred years after Wycliffe, another priest, Martin Luther, 
courted public opinion through similar means and for similar  — and 
with greater success — when he posted his ideas on a church door 
in Germany, igniting what became known as the Protestant Reforma-
tion. Much of the success of Luther’s reform movement was bided by 
two developments in technology and economics. the technology was 
the newly invented printing press with movable type; the economic de-
velopment was the emergence of an increasingly literate middle class, 
which could read the mass produced Bibles and religious tracts.
In response to Luther and his colleagues, the Catholic Reforma-
tion similarly used persuasive communication techniques. Much of the 
Catholic Reformation was fostered by Ignatius Loyola who founded 
the Society of Jesus (Jesuits). Both sides used common public rela-
tions strategies such as appeals to both positive and negative values, 
third-party endorsement, orchestration of the message, use of popular 
spokespersons, and so on, as well as public relations tactics such as 
speeches, letters, books and pamphlets.
Pope Gregory XV popularized the word “propaganda” in 1622 
when he established the Congregatio de Propaganda Fide (Congrega-
tion of the Propagation of the Faith) to spread the church’s message 
into non-Christian lands. the term then was an honorable one. It did 
not take on negative connotations until three hundred years later, when 
the Nazis used it with a monumental disregard for honesty and ethics 
and later when it became associated with the 20th Century Cold War 
between communist and democratic nations.
One of the major religious events of the 20th Century was the Ro-
man Catholic Church’s Second Vatican Council, which among other 
things led to the de-Europeanization of the church and its adaptation 
to the cultures of its members in Asia, Africa, Latin America and else-
where — another public relations strategy of segmenting the audience 
and developing a message approach based on the wants, interests and 
needs of each particular public.
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Now, at the beginning of the 21st Century, religious organizations 
continue to use public relations strategies and tactics. Groups translate 
the Bible and other religious books into the language of the people, often 
paraphrasing the message or revising it with contemporary experiences. 
Churches and synagogues, as well as religions organizations such as 
dioceses and districts, employ their own public relations people, have 
interactive Web sites, and function at a very high level of profession-
alism. the Religion Communicators Council (formerly the Religious 
Public Relations Council) is the oldest professional association of pub-
lic relations practitioners in North America, older even than the Public 
Relations Society of America.
Text C. Public Relations in Colonization
A more light-hearted detour on the road of public relations history 
lies in some of the exaggerations, often not even plausible, that have ac-
companied what today we would call real-estate promotion.
Erik (the Red) thorvaldson discovered an uninhabited land of ice 
and snow in the North Atlantic. Recognizing the power of words, he 
named it Greenland to attract settlers, whom he led there in 985. the 
name was indeed misleading, for the ice melts for only a few months 
a year even in the southern coastal land.
In 1584, Sir Walter Raleigh sent glowing reports to England about 
Roanoke Island off present-day North Carolina. Compared to England, 
this new land had better soil, bigger trees, and more plentiful harvests, as 
well as friendly Indians — so he said, as he aimed to persuade other set-
tlers to join this first British colony in North America. But the wildly ex-
aggerated promotion, while successful in attracting settlers and financial 
backers, didn’t match reality. the island was largely swampland, food 
was scarce, sickness was prevalent, and the colony was abandoned within 
two years. Virginia led the colonies in both the number of promotional 
leaflets and in the degree of exaggeration within them.
In another effort to encourage European colonization in the New 
World, the Spanish explorers and conquistadores, sent back to Spain 
enthusiastic reports of a Fountain of Youth in Florida and of Seven 
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Cities of Gold in Mexico. though they never found either, their stories 
helped spur immigration to the Americas.
Later the press in the Eastern United States promoted westward ex-
pansion with a glorified view of life on the frontier. the legend of Davy 
Crockett and later stories about Calamity Jane and Buffalo Bill Cody 
were among the persuasive messages developed to encourage expansion. 
the Southern Pacific Railroad hired a publicity to promote South Cali-
fornia. Land companies hired promoters to attract settlers, and the gov-
ernment hyped the California Gold Rush to foster public opinion for 
the war against Mexico. In 1880, the Burlington Railroad spent less than 
$40,000 to promote land sales out West that brought in almost $17 mil-
lion. the Northern Pacific Railroad, meanwhile, promoted land grants 
for Civil War veterans along its route in the northern plains and moun-
tain states; it even hired agencies and took out newspaper ads in Ger-
many, Scandinavia and the Netherlands to attract European immigrants.
One can imagine future generations greeted by similar exagger-
ations about undersea colonies or the first settlements on the moon. 
Hopefully tomorrow’s public relations practitioners will exercise more 
ethical control than some of their earlier forerunners.
Reading for gist 
exercise 5. Read text B once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
the passage describes 
(A) religious organizations from Egyptian time to this century.
(B) influence of religious leaders on public relations.
(C) religious history.
Scanning for information
exercise 6. What do the following figures and dates mean? (text B)
1. the mid-first century
2. the 5th century
3. the 8th century







exercise 7. Read text B and decide whether the following statements 
are true (t) or false (F).
1. Peter and Paul’s aim was to decrease interest in Jesus Christ’s 
message.
2. Nero accused the Christians of the burning of Rome.
3. Augustine of Hippo said that true statements were the purpose 
of public speaking.
4. Use of public relations strategies was limited to the Christian 
church.
5. Martin Luther used the same means of persuading people as John 
Wycliffe.
exercise 8. Read texts B and C again and underline words and phrases 
that you do not know. Write your own definitions. Use a dictionary 
if necessary.
exercise 9. Analyze the sentence ‘Much of the pre-history of public 
relations is linked with the growth and maintenance of religion, 
one of the most basic and cohesive aspects of society throughout 
the ages’ (grammar tense, active or passive voice). Make up your 
own sentences using passive constructions.
exercise 10. Answer the questions (text B).
1. Who improved the concepts of rhetoric?
a) Paul of tarsus
b) Augustine of Hippo
c) the early Christian Church
d) the first Roman emperor
2. What is the Koran?
a) Jesus Christ’s works
b) Mohammed’s writings
c) Stephen Langton’s articles
d) Martin Luther’s Bible
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3. What approach did Pope Urban II use?
a) He used slogans, public speaking etc.
b) His approach involved some peculiar communication tactics.
c) He used only writing.
d) His approach involved only public speaking.
4. What did thomas Aquinas revisit Aristotle for?
a) He wanted to communicate with Aristotle.
b) He was eager to learn the convincing nature of religious com-
munication.
c) His aim was to study Aristotle’s religious beliefs.
d) His purpose was to refute the persuasive nature of religious 
communication. 
5. How do religious organizations continue to use public relations 
strategies and tactics? 
a) they use quotations from the Bible.
b) they paraphrase the Koran.
c) they attract professionals.
d) they translate the Bible into the language of the people. 
exercise 11. Answer the questions (text C).
1. Was Erik thorvaldsen right to name an uninhabited land of ice 
and snow Greenland?
2. What island was swampland?
3. Is it possible to see a Fountain of Youth in Florida?
4. Who hyped the Californian Gold Rush?
5. When did the Burlington Railroad promote land sales out West?
6. Do you think you will promote undersea colonies or the first set-
tlements on the Moon?
Summarizing information
exercise 12. Look through the text again. Give the main points of each 
paragraph of the text.
exercise 13. Put a key-question to each paragraph of the text given 
above.
exercise 14. Make up a detailed plan of the text.
exercise 15. Abridge the text by way of shortening each paragraph 
(throwing off unnecessary sentences and even words).
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exercise 16. Summarize the text to the others in your group.
Speaking
exercise 17. Identify and discuss contemporary parallels to some 
of these examples of public relations in religious history. 
exercise 18. Identify and discuss contemporary parallels to some 
of these examples of public relations in colonization.
exercise 19. (Interview) think about the questions you would ask any 
of the famous people mentioned in the texts. Make up dialogues 
with your partner.
Writing
exercise 20. Collect all the information and write an abstract under 
the title “Famous people in the sphere of public relations”.
exercise 21. Write a summary of the text. Use ‘the author describes 
(presents, touches upon)’ etc.
exercise 22. think about some famous people in the sphere of public 
relations. Write a few lines about their life.
TexTS D, e, F
Personalizing
exercise 1. Answer the questions.
1. What universities in the USA do you know?
2. Do you think they use publicity to promote higher education?
3. What public relations techniques can you numerate?
4. What modern trends within public relations are you acquainted 
with?
Before reading
exercise 2. Study the key vocabulary.
1. preacher — проповедник 5. dissent — раскол, несогласие
2. to credit — приписывать 6. sympathetic — сочувствую-
щий
3. legacy — наследие 7. circulate — распространять
4. outraged — возмущенный 8. to sustain — поддерживать
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9. a sentry — часовой 12. a martyr — мученик
10. a riot — мятеж, бунт, бес-
порядки
13. a hireling — наемник
11. mob — толпа 14. to orate — ораторствовать
exercise 3. Find the pronunciation of the following words:
1. campaign 7. legal
2. financial 8. equality
3. ceremony 9. essentially
4. routine 10. accurate
5. comprehensive 11. technique
6. throughout 12. particularly
exercise 4. translate the following words into Russian.
1. preacher 6. dissemination
2. comprehensive 7. abolition
3. riot 8. hire
4. promulgate 9. ecumenical
5. leak 10. implementation
Text D. Public Relations in Colonial America
American colleges have led the way in the use of publicity to pro-
mote higher education.
Harvard College in 1641 developed the first fund-raising brochure, 
New England’s First Fruits, as part of the first fund-raising campaign. 
three Harvard preachers on a begging mission to England for support 
for the college had asked for a pamphlet to explain its financial needs.
King’s College, now Columbia University, sent out an announce-
ment of its 1758 graduation ceremonies — the first anywhere in the 
colonies — and several newspapers printed this information-apparently 
the first instance of a new release. Princeton, meanwhile, was the first to 
make it a routine practice to supply newspapers with information about 
activities at the college, particularly information of interest to prospec-
tive students.
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Persuasive communication has been at the heart of much of Western 
social and political development. It is a fundamental element of demo-
cracy that played a major role in the American campaign for indepen-
dence from Britain, perhaps the best early example of a comprehensive 
use of public relations techniques.
Samuel Adams is credited as the chief strategist of the movement 
for independence. His legacy, and that of this revolutionary associates, 
includes the following public relations strategies and tactics.
Public Relations Strategies during the American Revolution
Use of an organizing group, first the Caucus Club and later the Com-
mittees of Correspondence in each colony.
Creation of activist organizations (Sons of Liberty) and support 
groups (Caucus Club).
Staged events such as the Boston tea Party and hangings in effi-
gy. (the Boston tea Party was a pseudo-event designed to shock and 
satirize the British tea tax, and to symbolize colonial defiance. In fact, 
many colonists themselves were shocked and outraged by the act, but 
this internal dissent was not reported.) 
On the contrary, the “official” version of the story was the first to ar-
rive in England, thanks to a sailing skill of a sympathetic ship’s captain, 
and in London Benjamin Franklin lost no time in being first to circu-
late the revolutionary version of the event, especially among the many 
American sympathizers in the British government. 
A Sustained Campaign Lasting Several Years
A series of communication strategies using persuasive messages, 
including the use of songs of protest and patriotism, symbols such as 
the Liberty tree, and slogans such as “taxation without representation 
is tyranny”.
Orchestrating the message, with a strategy of “Put your enemy 
in the wrong and keep him there”. One example of this is the promotion 
and elaboration of events such as the Horrid Boston Massacre. A British 
sentry fired into a riot caused by a drunken mob. Said one historian: 
“...turned the dead port troughs into martyrs, orating and thundering 
how they had been shot down in cold blood by hireling troops”. Essays, 
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poems and engravings followed. the story was widely circulated, and 
the date of 5 March 1770 was memorialized throughout the colonies — 
except in New York, where continuing rivalry between Boston and New 
York City caused the colonial leaders to suppress the story of the Boston 
Massacre.
A Campaign Theme of “the Doctrine of Natural Rights”
A strategy of demonizing the enemy, such as the ridicule of King 
George and other attempts to misrepresent and malign the British crown 
and Parliament.
A similar strategy of ostracizing sympathizers of the enemy, such as 
plays and poetry by people such as Mercy Otis Warren ridiculing loya-
lists in the colonies, and the Patriot Committees in each state that kept 
legal and social harassment of loyalists (and even suspected loyalists), 
including confiscation of their land and money.
A negative strategy of capitalizing on people’s fear and bigotry, 
such as the anti-Catholic prejudice fanned in the colonies after England 
promulgated the Quebec Act. the law allowed Catholics in the former 
French colony of Quebec the right to practice their faith, something not 
allowed in most of the American colonies. the colonial leaders fueled 
the revolutionary sentiment against English by playing to the anti-
Catholic bigotry in what essentially were Protestant colonies.
Public Relations Tactics during the American Revolution
• Anniversaries used as news pegs for publicity 
• Letters to opinion leaders from the Committees of Correspondence
• town and county meetings
• Petitions in colonial and later in state legislatures
• Leaks to the press
• Use of all existing communication tools in what today would be 
called a multi-media campaign 
• Serial publications, such as the 85 Federalist Papers
• Booklets and pamphlets, such as Common Sense by thomas 
Paine that presented the argument for independence; more than 1,500 
pamphlets were published in the 20 years of the independence move-
ment
35
• Ghost writing, and a steady flow of articles; Samuel Adams wrote 
inflammatory articles under 25 different aliases; James Madison wrote 
29 essays under the pseudonym “Publius”
• Newspaper essays written to stir the passions of readers
• Speeches and sermons; most of the clergymen preached, many 
incessantly, against the British and in favor of independence
• Personal correspondence
• Word of mouth planted by personal visits to taverns 
• Meetings 
• Parades
• Posting of notices 
there was some pro-loyalist propaganda, such as Jonathan Sewall 
who wrote pamphlets against the move toward independence, and John 
Mein and John Fleming who used publicity and propaganda to cam-
paign against the Non-Importation Agreements. But alas, their side lost, 
and they ended up exiled from the newly independent United States 
of America (and exiled from American history as well).
Consider the following points:
1. Despite the political rhetoric, the colonists were not an oppressed 
people. Because of distance from Mother England, they were already 
autonomous in most practical day-to-day matters.
2. Most of the colonists were not in favor of separation from 
England. In fact, many families and even entire communities moved 
through New York and across the Niagara River into Canada in order to 
remain part of Britain and avoid continued association with the Amer-
ican rebels. About 100,000 colonists fled to Canada or to England, 
the Bahamas and other British territories.
3. the colonies were not united. Indeed, there were serious and 
deep divisions among them. For example, the Boston Massacre was not 
reported in New York because of inter-colony rivalry.
4. the colonial experiment had not been about freedom and equality 
for everyone, and the American Revolution did not seek to change that. 
After all, slavery had been introduced by the very people who founded 
the colonies; Revolutionary leaders such as thomas Jefferson and George 
Washington owned slaves. Most colonies excluded Jews and Catholics, 
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either by law or by consensus. Voting and other legal privileges were de-
nied to everyone except white male Protestant landowners.
Conclusion: Public opinion is stronger than legal right or military 
might.
Text e. Common Public Relations Techniques
throughout history, there have been examples of successful public 
relations campaigns. the following strategies and tactics are common 




• Positive appeals (love, patriotism, etc.)
• Negative appeals (fear, guilt, bigotry)




• Orchestration of messages
• Single-minded (often extremist) presentation of the central message
• Leaks to media







• Planned and staged events 
• News media
• Essays & commentaries







Text F. Modern History of Public Relations
Based on their research and theory, James Grunig and todd Hunt 
presented four models of public relations corresponding to four periods 
in the modern development of public relations (Grunig & Hunt, 1984. 
Managing Public Relations. Holt/Rinehart/Winston). these models 
and eras are:
• Publicity (or Press Agentry model, in Grunig & Hunt’s terms) 
• Information (Public Information model) 
• Advocacy (Asymmetrical model) 
• Relationship (Symmetrical model) 
Following is a historical development of contemporary public rela-
tions based on the Grunig and Hunt models.
1. Publicity era (1800s)
• Focus: Dissemination and attention-getting 
• Nature of Communication: One-way 
• Research: Little 
• Current Use: Entertainment, Sports, Marketing 
In the 1820s, Amos Kendall, a Kentucky newspaper editor, became 
essentially the first presidential press secretary. He worked in support 
of Andrew Jackson during Jackson’s election campaign and his term 
as president. Kendall conducted polls; wrote speeches, news releases, 
pamphlets; distributed reprints of other favorable articles reprints; and 
advised Jackson on image and strategy.
the opening of American West provided many opportunities for 
public relations messages to influence people living along the Atlan-
tic coast to migrate west. Many of these messages were exaggera-
ted, such as the legend of Daniel Boone, so important to the settle-
ment of Kentucky, and later the stories of Buffalo Bill Cody, Wyatt 
Earp and Calamity Jane that induced settlers to the territories west 
of the Mississippi.
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Social reform in the second half of the 19th century also relied 
heavily on classic public relations techniques. the movement to abolish 
slavery included strategies such as personalizing the issue, as Harriet 
Beecher Stowe did so well with her novel Uncle Tom’s Cabin. It also 
used the strategy of social activism, such as Harriet tubman who lead 
midnight escapes of slaves and then spoke about it in the North). the 
abolition movement involved other strategies: third-party endorsement, 
appeal to justice and moral authority, etc. It employed tactics such as 
publications, public speaking, rallies and so on.
the temperance movement to abolish liquor and the suffrage move-
ment to gain women the right to vote were other successful social re-
form movements that employed similar public relations strategies and 
tactics.
the Bryan-McKinley presidential campaign of 1896 was the first 
to mount an all-out effort of public opinion. It used posters, pamphlets 
and news releases; it used public meetings and speeches at whistle-stop 
train visits throughout the country.
2. Information era (early 1900s)
• Focus: Honest & accurate dissemination of info 
• Nature of Communication: One-way 
• Research: Readability, Comprehension 
• Current Use: Government, Nonprofit organizations, Business or-
ganizations 
the public information era of public relations saw the founding 
of many agencies and departments whose purpose was to provide 
the public with accurate, timely, honest, and favorable information 
about an organization or client.
A pivotal figure in this era was Ivy Ledbetter Lee, known as the first 
public relations practitioner. Among his contributions to the field was 
his “Declaration of Principles”, which called for honest communication 
with the public on behalf of a client.
During this period, the following “firsts” were observed:
1900: First public relations agency (Boston)
1904: University of Pennsylvania publicity bureau
1905: YMCA publicity bureau
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1906: Penn Railroad & Ivy Lee
1906: Standard Oil hires publicist
1907: Marine Corps publicity bureau
1908: Ford employee newsletter
1908: At&t public relations department
1908: American Red Cross publicity program
1914: Colorado Fuel & Iron hires Ivy Lee
1917: Creel Committee on Public Information
1918: National Lutheran Council press office
1919: Knights of Columbus press office 
1921: Sears & Roebuck public relations
3. Advocacy era (mid 1900s)
Focus: Modify attitudes & influence behavior 
Nature of Communication: two-way 
Research: Attitude & opinion 
Current Use: Competitive business organizations, causes & move-
ments 
During the middle and latter parts of the 20th Century, much of pub-
lic relations activity, both research and practice, was built on the advo-
cacy model, in which organizations tried to influence the attitudes and 
behaviors of their publics. Much of the communication research was 
related to the war-time interest in propaganda, brainwashing and social 
manipulation. In the post-war era, many researchers and practitioners 
continued to explore their interests in persuasive communication.
Following are some of the highlights associated with this era:
1922: Walter Lippman wrote Public Opinion
1923: Edward Bernays wrote Crystallizing Public Opinion
1922: Bernays taught the first college class in public relations (New 
York University)
1939: Rex Harlow became the first full-time college professor 
of public relations (Stanford University)
Social reform continued to be a key impetus for public relations 
activity, and many techniques were successfully employed on behalf 
of issues such as child labor, workers’ comp, prostitution, regulation 
of big business, food safety and other early consumer issues.
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Government also was using public relations techniques. the Com-
mittee on Public Information headed by George Creel. this committee 
was active during the First World War. It was replaced during the Sec-
ond World War by the Office of War Information. the OWI was a pre-
cursor to the United States Information Agency (USIA), which later 
became the Office of International Information Programs (OIIP) of the 
State Department. the Voice of America radio system was established.
Meanwhile, the era saw the development of many public relations 
agencies and departments. Among the better known historical figures 
are agency founders Edward Bernays, Carl Byoir, Leona Baxter and 
Clem Whitaker (political public relations), and Henry Rogers (enter-
tainment public relations).
the advocacy model continues to be used in many situations. Most 
public relations agencies provide advocacy services for their clients, 
particularly those with products or services in competitive environ-
ments. the advocacy model is prevalent in political public relations, 
as well as in cause-related promotions of many types, from promoting 
citizen support for military campaigns to generating public support for 
health, safety, welfare, and other public issues.
4. Relationship era (late 1900s and beyond)
• Focus: Mutual understanding & conflict resolution 
• Nature of Communication: two-way 
• Research: Perception, values 
• Current Use: Regulated business, government, nonprofit organi-
zations, social movements 
the latter part of the 20th Century and the beginning of the 21st 
has spawned a new approach to public relations, which complements 
the earlier three approaches of publicity, public information and advo-
cacy. this new relationship model is built on the principles of commu-
nication as listening and on conflict resolution and the search for mutual 
benefits for both organizations and their publics.
In the civil world, this relationship approach has been seen in con-
cepts such as détente and rapprochement. In the religious world, the ec-
umenical movement and interreligious dialogue are examples of the 
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relationship model. In the business world, public-private partnerships 
and the courting of consumers are becoming common.
In all of these situations, public relations is becoming more research 
based and more a function of the management and leadership of an or-
ganization, rather than simply the implementation of communication 
tactics. Meanwhile, new technologies such as the Internet that allow or-
ganizations to communicate directly with their publics, combined with 
the fragmentation of the so-called mass media, are creating new oppor-
tunities for public relations practitioners.
Trends within Public Relations
At the beginning of the 21st Century, public relations is evolving 
in several ways:
...from manipulation to adaptation
...from program to process
...from external to internal
...from technician to manager
...from firefighting to fire prevention
...from mass media to targeted media
...from isolation to integration
Reading for gist
exercise 5. Read the text once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
the passage describes 
(A) the history of public relations from the 18th to the 21st century.
(B) the use of advertising techniques from the 17th to the 21st century.
(C) the history of advertising from the 19th to the 21st century.
Scanning for information
exercise 6. What do the following figures and dates mean? (text D)
1. 1641 5. 1,500
2. 1758 6. 20
3. 5th March 1770 7. 25
4. 85 8. 29
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Reading for detail
exercise 7. Read text D once and decide whether the following state-
ments are true (t) or false (F).
1. Democracy played the main role in American struggle for inde-
pendence.
2. the Horrid Boston Massacre allowed Catholics the right to prac-
tice their faith.
3. Jonathan Sewall wrote works for the move toward independence.
4. the colonists were oppressed people.
5. A lot of colonists did not want separation from England.
exercise 8. Read texts D, E and F again and underline words and phras-
es that you do not know. Write your own definitions. Use a diction-
ary if necessary.
exercise 9. Analyse the sentence ‘It is a fundamental element of de-
mocracy that played a major role in the American campaign for 
independence from Britain…’ Make up your own sentences with 
the structure ‘It is… that’. 
exercise 10. Answer the questions (text F).
1. What models is a historical development of contemporary public 
relations based on?
a) Press Agentry model 
b) Grunig and Hunt models
c) Public Information model
d) Assymetrical model
2. Who worked in support of Andrew Jackson?




3. What strategies did social reform in the 19th century rely on?
a) the strategy of social activism and personalizing the issue
b) use of an organizing group
c) creation of activist organizations
d) creation of support groups
4. What model was public relations activity in the 20th century built on? 
a) Press Agentry model
b) Public Information model
c) Advocacy model
d) Symmetrical model
5. What is creating new opportunities for public relations practi-
tioners?
a) principles of communication
b) the relationship model
c) public-private partnerships
d) new technologies such as the Internet
Summarizing information
exercise 11. Look through the text again. Give the main points of each 
paragraph of the text.
exercise 12. Put a key-question to each paragraph of the text given 
above.
exercise 13. Make up a detailed plan of the text.
exercise 14. Abridge the text by way of shortening each paragraph 
(throwing off unnecessary sentences and even words).
exercise 15. Summarize the text to the others in your group.
Speaking
exercise 16. Identify and discuss contemporary parallels to some 
of these examples of the political and military significance of pub-
lic relations (text D).
exercise 17. Identify a contemporary social movement, and discuss 
how it uses these examples of typical public relations strategies and 
tactics (text E). 
Writing
exercise 18. Write a summary of the text. Use ‘the author describes 






• How do you know about news?
• What media do you use? 
Before reading 































exercise 3. Find the English equivalents in the text to the following 
Russian words and phrases:
средства массовой информации, средства общения, реклам-
ный проспект, несомненно, природные бедствия, благодаря усили-
ям и самоотверженности, помогли многим людям отказаться (от 
вредных привычек), похвальный, благо для молодых, влияние на 
умы, сообщение правдивых новостей, беречь доверие людей, боль-
шинство рекламных объявлений, устоять от соблазна, транслиро-
вать информацию, аргументы «за» и «против», целевая аудитория 
(группа), рекламодатель, последние новости, неверное истолкова-
ние ситуации, листовки, в конце концов, зависит от.
exercise 4. Find these highlighted words in the text and decide whether 
they are nouns, verbs, adjectives or adverbs. try to guess what they 
mean. then check in a dictionary.
Word Part of speech Possible meaning




















• the electronic media
• mass communication
• visual effect
exercise 6. Find and list all the words and phrases in the text with 











• pros and cons
• media preconception











exercise 8. Read the text once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
the story describes
(A) different types of mass media and their influence on audience. 
(B) general information about mass media.
(C) the history of mass media.
Text A. Mass Media effects
Mass media is an effective way of communicating with people liv-
ing in different geographical regions of the world and engaged in dif-
ferent occupations. Mass media effects on society are phenomenal. 
Media is known to be the most powerful means1 of communication. 
the print media, electronic media and the Internet are all the subsets 
of mass media. the newspapers, newsletters, magazines and brochure 
are included in the print media, while the electronic media comprises 
47
of the television, radio and other modes of communication. the Internet 
is without doubt the fastest known way of communicating with millions 
of people across the globe. However, the effects of mass media on so-
ciety can be positive as well as negative. Let us discuss them in detail 
in the next few paragraphs. 
Mass Media effects on the Society
the best thing about the mass media is that it immediately provides 
us with the latest information about the things happening around us. 
Mass media reports news from all the fields such as politics, sports, in-
ternational relations, wars, natural calamities, meetings, entertainment2, 
etc. Because of the keen efforts and dedication of the people working 
in the media and the entertainment2 sector, our knowledge remains up 
to date and fresh. With the gained knowledge, we become more smart 
and outgoing. We understand what is good and bad for us through 
the media programs. For example, the anti-tobacco and narcotic pro-
grams launched by the media have benefited many people to date. the 
information3 conveyed about various diseases and their possible treat-
ments has saved the lives of many of us. the contribution of mass me-
dia in the fields of arts, education, technology and health care is laud-
able4. We also get the correct information about the various crimes and 
illegal activities happening in our surroundings5 quite easily. Media is 
a boon for youngsters in many ways. they get useful information relat-
ed to their career and higher education mostly through the mass media. 
the mass media influence or the effects of mass media on the minds 
of the youth is significant. 
Media plays a very important role in shaping the personality of peo-
ple. It has been observed that citizens become more sensible and capa-
ble to shoulder6 their responsibility towards the nation and the society 
because of the media. We get our role models by hearing about the ap-
preciation7 of their great deeds from the media itself. Over the years, 
mass media has played an important role in making people understand 
the meaning of democracy. We also come to know about the strengths 
and weaknesses of the economy of our country, the population figures, 
the various problems faced by the nation, achievements of the nation 
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in different sectors, through the prompt and precise reporting of differ-
ent forms of media. Media plays an important role in building the sense 
of unity and pride among the people of the nation. In those countries 
where there are many castes, religions and languages spoken, media has 
even more tough responsibility of conveying the true news to the citi-
zens. Media makes the citizens aware of their fundamental rights and 
their duties towards their families, state and the nation. Utility of the 
mass media in the areas of advertising and marketing is simply great. 
the effects of mass media are truly8 everlasting. 
though the positive mass media effects are many, there are some 
cons associated with the mass media. the news which is published 
without having bothered to check whether it is a fact or not, can create 
unnecessary confusion and extreme feelings among the common mass-
es. there have been many instances of huge fights9 and controversies 
emerging, because of improper reporting. It becomes the duty of media 
to provide only relevant and precise information to the masses.
Hopefully, you will be satisfied with the above mentioned informa-
tion on the mass media effects. Over the years, the media has become 
an inseparable component of our daily lives and hence, it is its prime 
responsibility to keep the confidence of people alive by reporting only 
true details of any particular event. 
How does mass media influence society? Mass media is one of the 
far reaching forms of communication and is fast changing the way we 
see, do and understand things. How does mass media influence society? 
Before answering this question, perhaps it is pertinent that we address 
the question: what is mass media?
What is Mass Media?
Statistics show that there are few things which impact the human 
mind more than mass media. the advice of teachers, parents and rela-
tives may fall on deaf ears, but the mass media influence holds us all 
spellbound! At this point, it becomes necessary to define mass media. 
Mass media may be defined as any form of communication which is 
meted out to the people at large, through the various forms of commu-
nication. What modes of communication are we talking about? Well 
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there can be no static definition for the channels of mass communica-
tion as they are increasing all the time. But any form of communica-
tion which is seen and understood by a large mass of people can be 
taken to mean mass communication or mass media channels. 
Why is mass media so attractive to people? Mass media holds 
a kind of mystique in the minds of the people. It is because the com-
munication is designed in such a way that it appeals to a larger demo-
graphic segment. the test of a good mass communication marketing 
drive is to see if it gets the people talking. If it does, then not only does 
it mean that the advertising drive has been successful, but the organiza-
tion in charge of the mass communication is also getting publicity by 
the word-of-mouth channel!
Mass Media Influence 
It is hard to argue with the fact that mass media has a compelling 
effect on the human mind, especially on minds which are more impres-
sionable10. For example, the mass media influence on children is under-
standably higher than it is in adults. So how exactly does mass media 
influence us?
Mass Media Influence on Youth
there is a burgeoning need amongst the youth to be accepted as 
a part of a group, to be popular, to have friends and relationships with 
people of the opposite sex etc. Mass media experts understand this need 
of the people and hence they come out with advertisements on tV, or 
in the newspapers, or on websites on how people can be more popu-
lar using a certain product. Most advertisements you see which are 
aimed at the youth generally talk about the ‘cool quotient’ of the prod-
uct and how it is going to be the next ‘in-thing’. And if you want to 
stay ahead of the game, it is absolutely vital that you procure it. the 
visual effect, seeing the things happen in front of you and the slice-of-
life effect makes them look a lot believable than they should be. So 
how should mass media be used with youth? Mass media, effective as 
it is, can be used on the youth to drive home pressing concerns in the 
country. Child obesity, the dangers of alcohol and preteen sexual re-
lations, importance of exercise and fitness etc. If these things can be 
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done, the mass media will be able to influence the youth for the better 
and send better messages for the development of the youth than what 
it is sending today.
Mass Media Influence on Adults 
Like children and youth, mass media influences adults too, al-
though perhaps not on the same scale. Most adults with a platonic view 
of things will resist the temptation of being buoyed up by what the mass 
media has to offer. While men usually find it difficult to hold them-
selves back in the face of the allure of sexuality. Other subjects which 
also appeal to men are financial security and a luxurious hassle-free 
lifestyle. Women on the other hand are more tempted towards prod-
ucts which guarantee immunity from aging altogether and not just what 
the previous generation called ‘aging gracefully’. Mass media can yet 
be used constructively to teach the adults about the importance of insur-
ance11, financial education and how to maintain a healthy lifestyle. As 
you can see, the mass media influence on society is at large, but if used 
constructively, it can be more of a boon than the bane which people 
consign it to be these days. After all, there are two sides to a coin and it 
is up to us to pick the correct one and take it forward!
Pros and Cons of Mass Media
Mass media enjoys a very prominent role in our lives. there are 
various effects of mass media on the society at large. Media tends to 
influence and it’s obvious, there are positive as well as negative influ-
ences of mass media. However, it also depends upon the way audiences 
perceive things. the power of the mass media is by far recognized by 
everybody in terms of advertising, marketing and as a medium to broad-
cast information to people at large. Since mass media is used to com-
municate and interact with people from various walks of life, it can 
often result in a conflict of options. Print media (magazines, newspa-
pers, brochures, press releases, newsletters etc.), electronic media (tele-
vision, radio etc.) and the Internet are all part of mass media. today, 
mass media can give a person phenomenal exposure and this can re-
sult in various effects of the mass media on the society. However, have 
you paused to think about the pros and cons of mass media? Well, one 
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cannot blame a particular medium because of outside influences. Here, 
we shall take a look at such advantages and disadvantages of mass media. 
Pros of Mass Media: 
• the wide reach offered by mass media is phenomenal. It can tar-
get12 a global audience.
• In terms of newspapers and magazines, it can reach a specified 
target12 group. Besides, it is easily accessible. For example, the news-
paper lands on the doorstep and we have the latest news in our drawing 
rooms due to the television set.
• Certain types of media have a loyal fan following. this would 
mean that an advertiser, publication or news channel would have 
a ready audience.
• We have the latest news and information at the click of the 
mouse! the Internet is such a medium that it can give many options for 
the kind of information required.
• television, movies, Internet and the radio are some of the best 
forms of entertainment.
• Mass media can be used for educational purposes in an effective 
manner. 
Cons of Mass Media: 
• At times, the information reported may not be authentic from 
every angle. Hence, there may be a misinterpretation of a situation.
• News can be manipulated to influence the minds of the audienc-
es. For example — a particular political party may manipulate reports 
in their favor, which would indicate the political control in the media.
• Media bias can occur due to various issues. A journalist or an edi-
tor may give personal preference to an issue. 
• A particular event or a celebrity may receive undue importance 
and set wrong ideals before the youth. It may present an ostentatious 
lifestyle, which may inculcate wrong ideals amongst youngsters.
• Unnecessary sensationalism of an issue may project wrong infor-
mation to the public13.
• Misleading messages may again divert young minds towards 
a wrong path.
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• Wrong interpretation of news14 may even blow things out of pro-
portion. this would create further unrest in any place or even violence 
in case of extreme situations.
• At times, a particular event or news14 item may receive too much 
attention simply because of the lack of important news or snippets. this 
would again present a wrong idea before the public.
• Certain types of mass media such as newspapers or leaflets have 
a very short shelf life. In terms of advertising, it would not serve to be 
useful for every kind of product or message.
these were some of the pros and cons of mass media. Ultimately, it 
always depends upon the individual and the way a particular message is 
perceived for a positive influence of the mass media!
After reading
exercise 9. Read the article again and underline words and phrases that 
you do not know. Write your own definitions. Use a dictionary if 
necessary.
exercise 10. Find in the first paragraph and analyze the sentence with 
the structure “…is known to be…”. Write your own sentences with 
this structure.
Reading for detail 
exercise 11. Read the text and mark the sentences t (true) or F (false).
1. Mass media is the most powerful way of communication of peo-
ple living only in one country.
2. Mass media provides us with fresh news from all the fields.
3. the contribution of mass media in the anti-tobacco and anti-nar-
cotic programs is great.
4. the effects of mass media on the minds of the youth can be only 
positive.
5. the parents and relatives influence on the young people is always 
more effective than the mass media effects.
6. Most advertisements which are aimed at the youth generally talk 
about the dangers of alcohol and preteen sexual relations, importance 
of exercise and fitness etc. 
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7. Mass media is used to communicate and interact with people 
from various walks of life.
8. A particular political party can’t manipulate mass media in its 
favor.
9. A journalist or an editor can’t give personal preference to an is-
sue.
10. Wrong interpretation of news may create violence in the case 
of extreme situations.
exercise 12. Look through the text and find information about a very 
important role of mass media in shaping the personality of people.
exercise 13. Order the sentences according to the text.
— Mass media has a compelling effect on the children minds. 
— Mass media immediately provides us with the latest information 
about the things happening around us.
— there are positive as well as negative influences of mass media 
on the society.
— News can be manipulated to influence the minds of the audi-
ences.
— the Internet is such a medium that it can give many options for 
the kind of information required.
— Mass media has played an important role in making people un-
derstand the meaning of democracy.
exercise 14. Answer the questions.
1. What is this text about?
2. What definitions are given at the beginning of the text?
3. What functions of mass media does the author dwell on?
4. What influences of mass media does the author report?
5. How does the author explain mass media influence on youth? 
6. What are the advantages of mass media? 
7. What are the disadvantages of mass media?
8. What conclusion does the author make?
Summarizing information
Exercise 15. Make a plan of the text.
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exercise 16. Abridge the text by way of shortening each paragraph 
(leaving out unnecessary sentences and even words).
exercise 17. Summarize the text to the others in your group.
Speaking
exercise 18. Discuss Pros and Cons of Mass Media.
exercise 19. Speak about Mass Media Influence on Youth.
Writing
exercise 20. Write a summary of the text. Use the following plan.
1. the text is headlined…
2. the author of the article is…
3. the article is devoted to…
4. the text begins with…
5. then (after that, further on, next…) the author…
 — dwells on…
 — explains…
 — mentions…
 — points out… 
 — reports about…
 — describes…
 — touches upon…
 — comments on…
6. According to the text…
7. In conclusion…








• What associations do you have when you hear the words new-
age media?
• What new-age media do you use? 
Before reading 



















































exercise 3. Find the English equivalents in the text to the following 
Russian words and phrases:
распространение информации, обоюдоострый меч, листовки 
и брошюры, через наглядные образы, большинство аудитории, 
мыльные оперы, высокая технология, глубокое влияние, образ 
жизни, эстетика, важная сущность, рассматривать аудиторию, если 
бы не средства массовой информации, временами, преувеличивать, 
насилие, несчастные случаи, грамотность, крайняя необходимость, 
освещение в сМи, решающий фактор, преимущества электронной 
связи, основная проблема, компьютерный вирус, злонамеренные 
программы, несмотря на, действующая компания, распределять 
частоты радиостанциям, неприличный материал. 
exercise 4. Find these highlighted words in the text and decide whether 
they are nouns, verbs, adjectives or adverbs. then try to guess what 
they mean.





















exercise 5. Look back at the text to find the definitions of the following 
words and phrases:












exercise 6. Find and list all the words and phrases in the text with 
a similar meaning to:
• negative influences
• using the radio














• create an image
• fans
Reading for gist
exercise 8. Read the text once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
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the story describes
(A) different types and applications of telecommunication.
(B) the history of different types of electronic communication. 
(C) different types of mass media, media coverage and electronic 
communication.
Text B. Different Types of Mass Media
Mass media are media, which can be used to communicate and in-
teract with a large number of audiences. Be it the pictorial messages 
of the early ages, or the high-technology media that are available1 to-
day, one thing that we all agree upon, is that mass media are an in-
separable2 part of our lives. Entertainment and media always go hand 
in hand, but in addition to the entertainment, mass media also remain to 
be an effective medium for communication, dissemination of informa-
tion, advertising, marketing and in general, for expressing and sharing 
views, opinions and ideas. Mass media is a double-edged sword which 
means that there are positive effects of media as well as negative influ-
ences of media. Here are some of the different types of mass media: 
Print Media: the print media includes newspapers, magazines, bro-
chures, newsletters, books and even leaflets and pamphlets. Visual media 
like photography can also be mentioned under this sub-head, since pho-
tography is an important mass media, which communicates via visual 
representations. Although, it is said that the electronic or new media have 
replaced the print media, there exists a majority of audiences who pre-
fer the print media for various communication purposes. Public speaking 
and event organizing can also be considered as a form of mass media. 
Electronic Media: For many people, it is impossible to imagine 
a life without their television sets, be it the daily news dose or even 
the soap operas. this mass media includes television and radio. this 
category also includes electronic media like movies, CDs and DVDs as 
well as the new hottest electronic gadgets. 
New-age Media: With the advent of new technologies like the In-
ternet, we are now enjoying the benefits of high technology mass me-
dia, which is not only faster than the old-school mass media, but also 
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has a widespread range. Mobile phones, computers and the Internet are 
often referred to as the new-age media. the Internet has opened up sev-
eral new opportunities for mass communication which include email, 
websites, blogging, Internet tV and many other mass media which are 
booming today. 
How Does the Media Affect our Culture?
Media messages have a deep impact on the society and are instru-
mental3 in creating the popularly4 accepted norms. 
Culture can be defined as the way of life which includes beliefs, 
aesthetics and institutions of a civilization. Considering today’s way 
of life, we would be lying if we didn’t admit that media is not an influ-
ential entity in our culture. Lately the media theories that regard the au-
dience as a passive entity have been discarded and advanced media 
theories that take into account the audience response have been for-
mulated. It is still a fact that despite cognitive abilities of the audience, 
the media has been successfully ingraining several values and elements 
into a large section of our society.
First of all let me tell you that this is no media-bashing agenda. 
there is no doubt about the fact that there are certain media elements 
affecting our culture for better because had it not been for media, quick 
and easy flow of useful information and education would not have been 
possible. the media has played a major role in positive developments 
like fight against racism, fight against gender bias, world poverty and 
spreading awareness about the world peace. 
this being said, there is no denying to the fact that certain me-
dia messages are detrimental5 to our society. We need to realize that 
although media is a reflection of the society we live in but at times, 
the media needs to do much more than reflect the surroundings — it has 
to exaggerate, sensationalize6 and at times even trivialize the matters 
of utmost importance to make way for entertainment. the media cre-
ates celebrities; it creates thrive on fans, followers, and groupies! When 
we say a certain type of music or a certain genre of movies is popular, 
it means a large number of people are following an ideology or a con-
cept, which lies at the heart of that song or the movie. One of the most 
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striking examples in this case would have to be the popularity of vio-
lent and abusive rap songs amongst teenagers. the glorification7 of vi-
olence, drug abuse and other unhealthy habits has a major role in the 
outburst of unfortunate incidents where children have gotten extremely 
violent and out of control. 
Be it the advertisements touting products that promise a fairer skin 
or the television shows and films, which portray violence, sexually ex-
plicit content and abusive language. there are music videos and rock 
bands that give out the message that alcohol; drugs and sex are an in-
evitable8 part of life. these ideals created by the media might not be 
necessarily appropriate.
However, owing to the mass-acceptance and popularity hype cre-
ated — most of the people accept these as a part of today’s culture. In 
an age where someone like Paris Hilton is a role model for so many 
young girls, how can we expect to spread awareness9 about the impor-
tance of knowledge in the young generation? Bulimic girls striving to 
be like the size zero models on the ramp or the excessively aggressive 
videogame-playing children who think guns and weapons are cool — 
we have reached a stage where media literacy is the dire need of the 
hour. It is time to start thinking and analyzing what media is dishing 
out to us…
Different Types of Media Coverage
Media coverage is a crucial factor which can not only influence 
public opinion but also determine the audience size.
Media coverage can be defined as the way in which a particular piece 
of information is presented by media either as news, entertainment or as 
infotainment10. Media coverage can affect the extent of information dis-
semination as well as influence the audience opinion while giving out 
the information. A bad media coverage can ruin the corporate image, it 
can mar the positive publicity of a political party or even defame a ce-
lebrity. On the other hand a positive media coverage can help to create 
a better image and positive public opinion. Different types of media 
coverage can be defined based on two important elements — the type 
of mass media used, and the style of coverage. 
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Different Types of Media Coverage —  
Based on Types of Mass Media 
Television coverage refers to the presentation of news or infor-
mation or views on the television. the television news channels are 
the primary source of media coverage.
Radio coverage involves broadcasting news, information or enter-
tainment via the Radio. Nowadays the popularity of this medium has 
gone down. 
Newspaper coverage refers to providing news, information or info-
tainment using the newspapers. this is a cost-effective medium how-
ever is soon losing popularity to the Internet. 
Internet coverage means the using the Internet to provide informa-
tion, news, views or entertainment. this is one of the most popular and 
widely used media today. 
Advantages and Disadvantages of Electronic Communication
the popularity of electronic communication is mainly due to 
the fact that it is fast, accurate and can be used with ease and comfort. 
But, there also exists a negative side to its popularity. Let’s take a look 
at the advantages and disadvantages of electronic communication. 
Electronic communication was discovered in 1998. Electronic com-
munication is used for the transfer11 of data, images, signals, signs, etc. 
through wire, electromagnetic, radio, photo electronic or photo-optical 
system. With its growing popularity people have started communicat-
ing via email. Electronic communication is not only a new tool but also 
a new way of communication. this has led to a change in the culture. 
Below mentioned are advantages and disadvantages of electronic com-
munication. 
Pros of Electronic Communication
the benefits of electronic communication are that people across 
the world can share televised pictures, conversations, graphics, cir-
cuits and interactive software. the interaction between people resid-
ing in different geographical locations has increased and has become 
promiscuous12. the conversations are more visual and textual. this is 
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helpful mainly for hearing impaired people. With electronic communi-
cation, the recipient receives the message within a few seconds of the 
sender sending it. the recipient can read the message anytime, any-
where according to his convenience. 
the speed of conversation has increased and this has resulted 
in faster processing of important matters related to business, finance, 
trade, etc. For example, you can instantly access the information pre-
sent in your computer. As there are no restrictions about time and place, 
people can sit at home and do their offices work if the required resourc-
es are available. this work arrangement is termed as telecommuting. 
the communicated messages can be stored permanently or temporar-
ily on disks or tapes for years or can even be printed and stored in files. 
the process of learning has become simple and efficient as the informa-
tion can be archived and retrieved according to the requirement. Since 
the communication does not take place via hard copies, money spent 
for paper, printing and postal deliveries is saved. After the mail is deliv-
ered to the receiver, it is placed safely in the hard disk of the receiver’s 
computer. After the receiver retrieves the mail, it is his responsibility to 
keep it safely.
Cons of Electronic Communication
the main issue with electronic communication is security13. Your 
computer can be hacked and affected with computer virus. this can 
have an adverse effect on the computer system and the network. the 
volume of transmitted data is large and the transmission is fast. Hence, 
it becomes difficult for employers and managers to absorb process and 
understand it and provide proper feedbacks to their employees14. the 
speed with which the messages are transmitted often changes the struc-
ture of the messages, which at times can be misinterpreted. Electronic 
data can be duplicated identically15 without any proof of duplication. 
these messages can also be modified. At times, people can intention-
ally16 send malicious programs like viruses, worms and trojans through 
emails, which is difficult to detect. 
Another disadvantage of electronic communication is email privacy 
issues. An email is sent in the form of data packets via computer network. 
63
these data packets have to pass through a number of routers (a computer 
device used for forwarding packets in the computer network) and com-
puters before it reaches its destination. So, there are chances of an indi-
vidual tampering the emails before it reaches its recipient. While the da-
ta packets are transferred from one computer system to another, they can 
be lost when one router transfers it to another. If the router is bombarded 
with more number of data packets than its carrying capacity17, the re-
ceiver can experience a delay in receiving it. the ‘from message header’ 
of a message can be modified, which hampers the authenticity. 
Almost all technologies in this world have their pros and cons. 
Similarly, there exist advantages and disadvantages of electronic com-
munication as well. In spite of its disadvantages, most of us depend 
on electronic communication for our everyday work as it has become 
an integral part of our lives. 
Applications of Telecommunication
telecommunication allows people to send messages to each other, 
even if they live on different continents. Can you imagine life without 
a radio or a television? telecommunication is transmission of text, still 
images, audio, video and data for the sake of communication. Electron-
ic equipment such as radio and television help us transfer information 
to one another. telecommunication allows people to interact over long 
distances. telecommunication has played a significant role in people’s 
lives since the 19th century. Some applications of telecommunication 
are telegraph, telephone, radio, television and the Internet. 
Telegraph was invented in 1844. Messages known as telegrams 
were sent through wires along railroad tracks. telegraph was used to 
broadcast up-to-date news all over the country. the Associated Press, 
a news agency, was founded in 1848, to utilize the telegraph technol-
ogy. Western Union became the first and foremost telegraph company. It 
formed a telegraph line joining the West Coast to the East Coast. Later, 
the International telegraph Union was established to allow for inter-
change of messages. then, the exchange of messages was made possible 
between North America and Europe. telegraph was discontinued after 
World War II, and Western Union became a financial services company.
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Telephone 
the American telephone and telegraph Company (At&t) was 
formed in 1885. the company became a monopoly in providing tele-
communication services to businesses and consumers. Other companies 
contested At&t’s dominance of the market. In 1982, there was a case 
against At&t which was accused of unfair business practices. At&t 
broke up and the ‘Baby Bells’ operating companies, were spinned off. 
Competitors now challenge At&t in the telephone sector. Wiretapping 
a telephone to listen or record conversations is illegal. the incumbent 
company in the local telephone market has to allow smaller companies 
to use its network for a price. the incumbent company wanted to raise 
the price that smaller companies had to pay for such use. the incum-
bent company also had to integrate services such as long-distance, local 
and Internet for the smaller companies. On the other hand, the incum-
bent company had to pay up, when its customers made local calls to 
smaller companies’ customers.
Radio was first used to improve the army’s capability and strength. 
Afterward, businessmen realized that the radio offered a chance to make 
profits. they started to broadcast radio and generated income by sell-
ing advertisements. the government started to allot frequencies to radio 
stations. the government also restricted monopolies to ensure that there 
were a variety of programs, and forbade the broadcasting of indecent 
material.
Television. the government also regulated the television industry 
by allowing them to broadcast signals. It also gave ratings to television 
programming on cable tV and satellite tV such as tV-Y (all children), 
tV-Y7 (older children aged 7 years and above), tV-G (general audi-
ence), tV-PG (parental guidance), tV-14 (children aged 14 years and 
above) and tV-MA (mature audience). television sets must be installed 
with a V-chip that prevents children from watching tV shows intended 
for adults.
The Internet is a computer network that allows sending and receiv-
ing of e-mails. the Internet has many chat rooms and message boards. 
the World Wide Web uses Hyper text transfer Protocol (HttP) to 
link documents so that Internet users can access these web-pages. the 
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web-pages are interactive and incorporate multimedia and animation. 
the government has made it unlawful to read personal email, except 
for an employer who is allowed to read his employees’ emails. this 
is especially true if the employee is suspected of sexual harassment or 
of leaking company secrets. the government has also made it illegal to 
distribute pornography to persons under 18 years old.
telecommunication manifests itself in other forms too, such as fac-
simile. As technology develops, telecom products will become more 
complex. the role of the government will also grow, as it has to make 
rules for the kind of content that can be broadcast. 
After reading
exercise 9. Read the article again and underline words and phrases that 
you do not know. Write your own definitions. Use a dictionary if 
necessary.
Scanning for information
exercise 10. Look through the text and find what the following dates mean:
1844, 1848, 1982, 1998.
exercise 11. Look through the text again, find and explain the follow-
ing abbreviations:
tV-Y, tV-Y7, tV-G, tV-PG, tV-14 and tV-MA.
Reading for detail 
exercise 12. Read the text and mark the sentences t (true) or F (false).
1. Mass media are media, which can be used to communicate and 
interact with a target audience. 
2. the print media have replaced the electronic media. 
3. Mobile phones, computers and the Internet are the new-age media. 
4. Media is not an influential entity in our culture. 
5. Media coverage can influence the audience opinion while giving 
out the information. 
6. Electronic communication is fast, accurate and can be used with 
ease and comfort. 
7. With electronic communication the recipient can read the mes-
sage anytime, anywhere according to his convenience. 
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8. the safest way of communication is electronic communication. 
9. telecommunication allows people to interact over short dis-
tances. 
10. the government has made it illegal to read personal email. 
exercise 13. Order the sentences according to the text.
— the media has played a major role in positive developments 
about the world peace.
— Mass media is an effective medium for communication, dissemi-
nation of information, advertising, marketing and expressing views, 
opinions and ideas.
— the main issue with electronic communication is security.
— telecommunication allows people to interact over long distances.
— Businessmen started to broadcast radio and generated income by 
selling advertisements.
— Email, websites, blogging, Internet tV and many other mass 
media are booming today. 
exercise 14. Answer the questions.
1. What is this text about?
2. What definitions of mass media are given at the beginning of the 
text?
3. What different types of mass media does the author mention?
4. What influences of mass media does the author dwell on?
5. What positive and negative facts about media does the author 
point out? 
6. How can media coverage be defined? 
7. What types of media coverage are mentioned?
8. What does the author report about electronic communication?
9. What applications of telecommunication does the author de-
scribe?
10. What conclusion does the author make?
Summarizing information
exercise 15. Make a plan of the text.
exercise 16. Abridge the text by way of shortening each paragraph 
(leaving out unnecessary sentences and even words).
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exercise 17. Summarize the text to the others in your group.
Speaking
exercise 18. Discuss Advantages and Disadvantages of Electronic 
Communication.
exercise 19. Speak about New-age Media.
Writing
exercise 20. Write a summary of the text. Use the following plan:
1. the title of the text is…
2. the text is written by…
3. the text gives information about…
4. At the beginning of the text the author…
5. then (after that, further on, next…) the author…
 — dwells on…
 — explains…
 — mentions…
 — points out…
 — reports about…
 — describes…
 — touches upon…
 — comments on…
6. According to the text…
7. the text ends with…




 — too hard to understand…
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TexT C  
Personalizing
• Have you ever written letters to editors? Why?
• Have you ever taken part in readership polls or questionnaires? 
Before reading 










9. require (v)  
10. simultaneously (adv)





















the needs and 
requirements
exercise 3. Find the English equivalents in the text to the following 
Russian words and phrases: 
целиком и полностью, слияние новостей и общественного 
мнения, подтверждение важности общественного мнения, опросы 
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читателей, сотрудничать (писать статьи для газеты/журнала), 
рейтинги читателей, вторжение в личную жизнь, повседневная 
жизнь, распространение информации.
exercise 4. Find these highlighted words in the text and decide whether 
they are nouns, verbs, adjectives or adverbs. then try to guess what 
they mean using a dictionary.














exercise 5. Look back at the text to find the definitions of the following 
words and phrases:
• newspaper content • citizen journalism • public poll
• World Wide Web • gratification theory • print media
exercise 6. Find and list all the words and phrases in the text with 
a similar meaning to:
• world
• moreover





















exercise 8. Read the text once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
the story describes
(A) the importance, shaping and measurement of public opinion.
(B) the importance of shaping up the readership rankings.
(C) the importance of link between government and the people.
Text C. What is the Importance of Public Opinion  
in Media
Media is all about connecting people and mirroring the society that 
we live in. Media is all about reflecting on daily happenings around 
the globe. People are not just the audience but also an essential element 
of news in itself! So what is the importance of public opinion in media? 
Be it journalism1 or entertainment, the increasing importance of public 
opinion in media is evident everywhere! Well, if you are still unaware2 
of the increasing importance of public opinion in mass media, then just 
take a look around you.
First of all let us talk about the print media like newspapers and mag-
azines. the newspaper content, which was wholly and solely the prod-
uct of reporters and journalists3 in the office, has now gone a radical 
change into an amalgamation of news and public opinions. the letters 
to the editor written by the readers are also an instance of acknowledg-
ment4 of the importance of public opinion. In addition to the readership 
polls, and questionnaires, there are also columns, which are contributed 
by the audience themselves — a phenomenon that is now known by 
the name of citizen journalism.
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In case of the World Wide Web or the Internet, the websites were 
already using4 the public polls. In addition to that, the rise of blogging 
and public forums has paved way to increased exposure to individual 
opinions and has hence strengthened the importance of public opinion 
on the web as well. 
In many news channels across the globe, public polls are a com-
mon affair and are considered as an important tool to measure pub-
lic opinion. It reports public opinion about several issues and news. 
In case of the entertainment channels, public voting for reality shows 
like American Idol explains the importance given for public opinion. In 
case of movies and films, what would be the success of a great movie 
if it had no audience? Although movies are about expression of views 
and ideas on a particular subject — the moviemakers also considered 
it as their livelihood. thus it depends on the public reviews, the word 
of mouth publicity of the audience which is instrumental in the success/
failure of a particular movie.
Importance of public opinion is the effect of increased public partici-
pation5 in the media. this is an era where media has awakened to the fact 
that no matter what they are dishing out — news, views or entertain-
ment — they need to keep it interactive. In case of the news industry, 
the public opinion is not just a way to validate and supplement the news 
but also a great way to increase the awareness6 of people about a particular 
topic. In addition to that importance of public opinion in media, it is also 
a great step towards strengthening the democracy of a nation.
the tRPs for the television channels or the readership7 counts for 
the print media are crucial when it comes to measure overall success 
of the media. Since it is the public that is instrumental in shaping up 
the readership rankings or the tRP rankings, the media is left with 
no choice but to acknowledge8 the importance of public opinion. It is 
the public opinion that decides the success of media popularity and 
the eventual media success. 
What are the Effects of Media
today we live in a world, which has been closely knit with a wide 
network of different types of mass media. Although many people blame 
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the media for invasion of privacy and even trivializing of news, we fail to 
realize that media is a mere reflection of the society we live in, the society 
we created ourselves. Media has several advantages as well as disadvan-
tages in day-to-day life. Here are some of the effects of the media:
Shaping the public opinion: the media is an important medium 
which informs the people about the latest news and happening around 
the world. According to the agenda-setting theory of mass communica-
tion, the media plays an important role in shaping the public opinion.
Providing Entertainment: According to the uses and gratification 
theory of mass media, it is believed that the audiences use the media ac-
cording to their own needs and requirements8. Many media users make 
use of media as a form of entertainment by means of television shows, 
movies, or even music.
Disseminating Information: Media is an extensive resource of in-
formation for millions of people across the world. Be it the Internet, 
television or the humble radio and newspapers, media is an extensive 
source of information on a wide range of topics, which broadens the ho-
rizons of knowledge. Be it world news or general useful information 
about any topic under the sky, it is the media which has it all! 
Link between Government and the People: In addition to being a news 
provider, the media is also considered as a link between the govern-
ment and the people since it informs the public about the general 
developments by the government and simultaneously9 serves as a voice 
of the general population, expressing their opinions and ideas.
Delivering Justice: there have been ample number of examples 
wherein the media has been instrumental in creating public awareness 
about several criminal cases, which has led to speedy justice delivered 
to the victims. thus, media plays an important role in publicizing cases, 
which require10 public attention. 
After reading
exercise 9. Read the article again and underline words and phrases that 
you do not know. Write your own definitions. Use a dictionary if 
necessary.
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Reading for details 
exercise 10. Read the text and mark the sentences t (true) or F 
(false). 
1. Media informs people about daily events around the world. 
2. the newspaper content is produced by reporters and journalists. 
3. Public polls are used by many news channels to measure public 
opinion. 
4. the success of a particular film depends on the public voting. 
5. Media doesn’t consider the importance of public opinion. 
6. Media takes part in forming the public opinion.
7. According to the gratification theory of mass media the audiences 
use the media as a form of citizen journalism.
8. People all over the world use media as a source of information 
and entertainment. 
9. Media reports about the opinions and ideas of people as well as 
their government developments. 
10. Media prevents from delivering justice by attracting public at-
tention. 
exercise 11. Find in the text and analyze the sentences with the struc-
ture “it is … that…”
exercise 12. Look through the text and find information about tools 
of measuring of public opinion.
exercise 13. Order the sentences according to the text.
 — the newspaper content is the product of reporters and readers.
 — Public polls and voting are important tools to measure public 
opinion.
 — People are both the audience and the essential part of news.
 — Public participation in the media is a great step towards 
strengthening the democracy of a nation.
 — the Internet has strengthened the importance of public opinion.
 — the media success depends on the public opinion.
 — Media is a link between the government and the people.
 — Media plays an important role in shaping the public opinion.
 — Media is a great resource of information for people across 
the world.
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exercise 14. Answer the questions.
1. What is media?
2. What is the role of people in media?
3. What is citizen journalism?
4. What tools are used to measure public opinion in the news chan-
nels (the entertainment channels)?
5. What does the success or failure of a particular movie depend on? 
6. Does the media acknowledge the importance of public opinion? 
Why?
7. What do many people blame the media for?
8. What decides the success of media popularity and the eventual 
media success?
9. What are the effects of the media?
10. Why is the media considered to be a link between the govern-
ment and the people?
exercise 15. Write a plan of the text.
exercise 16. Summarize the text to the others in your group.
Speaking
exercise 17. Discuss the tools to measure public opinion.
exercise 18. Speak about Media Effects.
Writing
exercise 19. Write a summary of the text. Use the following plan:
1. the title of the text is…
2. the text is written by…
3. the text gives information about…
4. At the beginning of the text the author…
5. then (after that, further on, next…) the author…
 — dwells on…
 — explains…
 — mentions…
 — points out…
 — reports about…
 — describes…
 — touches upon…
 — comments on…
6. According to the text…
7. the text ends with…








• What do you think about advertising and its connection with 
the popular culture?
• What associations do you have when you hear the word “adver-
tising”?
Before reading 
exercise 1. Find the pronunciation of the following words.
Word Pronunciation
1. persuade (v) 
2. purchase (v) 
3. advertisement (n) 
4. populace (n) 
5. proprietor (n)
6. predecessor (n) 
7. prevalent (adj) 
8. frontier (n) 
9. content (n)
exercise 2. translate the following words and word-combinations into 
Russian.
Phrase translation
1. to persuade the customers (par. 1)
2. to generate consumption (par. 2)
UNIt 3
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Phrase translation
3. to deliver the messages (par. 2)
4. on behalf of (par. 2)
5. household (par. 10)
6. to follow suit (par. 11)
7. to exercise control (par. 13)
8. to usher in (the era) (par. 14)
9. unobtrusive ads (par. 16)
10. sophisticated advertising (par. 21)
exercise 3. Find these words in the text and decide whether they are 
nouns, verbs, adjectives or adverbs. then find out what they mean 
using a dictionary.
Word Part of speech Meaning
1. rise (par. 1)
2. sales (par. 5)
3. need (par. 7)
4. lower (par. 9)
5. tame (par. 10)
6. broadcasts (par. 11)
7. dates (par. 14)
8. causes (par. 18)
9. air (par. 22)
exercise 4. Find the English equivalents to the following Russian 
words and phrases.
Phrase English equivalent
1. увеличенное потребление (par. 2)
2. социальная реклама (par. 3)
3. простой народ (par. 6)
4. шарлатанская реклама (par. 7)
5. на рубеже века (par. 10)
6. привлекательный в глазах потребителя 
(par. 14)
7. побочный продукт (par. 15)
8. партизанский маркетинг (par. 18)
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Phrase English equivalent
9. методы маркетинговых коммуникаций 
(par. 21)
10. чтобы удовлетворить требования 
(par. 22)
exercise 5. Look back at the text and match the word/phrase to its 
definition.
Word Phrase
1. consume (v) (par. 1) a. a typical example of something, or the original 
model of something from which others are 
copied
2. mind (n) (par. 2) b. large amounts of money received by a company
3. item (n) (par. 3) c. belonging to or shared by two or more people 
or things
4. common (adj) (par. 5) d. to appear from somewhere
5. expand (v) (par. 7) e. to use something such as a product, energy, or 
fuel
6. retailer (n) (par. 11) f. example
7. instance (n) (par. 13) g. someone’s memory or their ability to think
8. archetype (n) 
(par. 14)
h. increase in size or amount
9. emerge (v) (par. 15) i. a single thing in a set or on a list
10. revenue (n) (par. 16) j. someone who sells products to the public
exercise 6. Find the meaning of the following abbreviations:
1. BBC 4. HIV
2. BC 5. FCC
3. GDP 6. AIDS
exercise 7. Find some information in the Internet about the famous 
people, places and organizations mentioned in the text:
1. Pompeii
2. Volney Palmer
3. N.W. Ayer & Son




exercise 8. Read the text once to get the general idea, try not to spend 
more than 10 minutes. Complete the sentence as to the text:
the passage describes 
 (A) the history of advertising from Egyptian time to most recent 
advertising innovations including the Internet.
 (B) mainly the use of advertising techniques for non-commercial 
purposes, such as public service announcements.
 (C) different types of advertising and media approaches to it.
Text A. Advertising
(1) Advertising is a form of communication intended to persuade 
its viewers, readers or listeners to take some action. It usually includes 
the name of a product or service and how that product or service could 
benefit the consumer, to persuade potential customers to purchase or 
to consume that particular brand. Modern advertising developed with 
the rise of mass production in the late 19th and early 20th centuries.
(2) Commercial advertisers often seek to generate increased con-
sumption of their products or services through branding, which in-
volves the repetition of an image or product name in an effort to associ-
ate related qualities with the brand in the minds of consumers. Different 
types of media can be used to deliver these messages, including tra-
ditional media such as newspapers, magazines, television, radio, out-
door or direct mail. Advertising may be placed by an advertising agency 
on behalf of a company or other organization.
(3) Organizations that spend money on advertising promoting items 
other than a consumer product or service include political parties, in-
terest groups, religious organizations and governmental agencies. Non-
profit organizations may rely on free modes of persuasion, such as 
a public service announcement.
(4) Money spent on advertising has declined in recent years. In 
2007, spending on advertising was estimated at more than $150 billion 
in the United States and $385 billion worldwide, and the latter to ex-
ceed $450 billion by 2010.
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History
(5) Egyptians used papyrus to make sales messages and wall post-
ers. Commercial messages and political campaign displays have been 
found in the ruins of Pompeii and ancient Arabia. Lost and found adver-
tising on papyrus was common in Ancient Greece and Ancient Rome. 
Wall or rock painting for commercial advertising is another manifesta-
tion of an ancient advertising form, which is present to this day in many 
parts of Asia, Africa, and South America. the tradition of wall paint-
ing can be traced back to Indian rock art paintings that date back to 
4000 BC. History tells us that out-of-home advertising and billboards 
are the oldest forms of advertising.
(6) As the towns and cities of the Middle Ages began to grow, and 
the general populace was unable to read, signs that today would say 
cobbler, miller, tailor or blacksmith would use an image associated with 
their trade such as a boot, a suit, a hat, a clock, a diamond, a horse 
shoe, a candle or even a bag of flour. Fruits and vegetables were sold 
in the city square from the backs of carts and wagons and their proprie-
tors used street callers (town criers) to announce their whereabouts for 
the convenience of the customers.
(7) As education became an apparent need and reading, as well 
as printing, developed advertising expanded to include handbills. In 
the 17th century advertisements started to appear in weekly newspa-
pers in England. these early print advertisements were used mainly to 
promote books and newspapers, which became increasingly affordable 
with advances in the printing press; and medicines, which were increas-
ingly sought after as disease ravaged Europe. However, false adver-
tising and so-called “quack” advertisements became a problem, which 
ushered in the regulation of advertising content.
(8) As the economy expanded during the 19th century, advertising 
grew alongside. In the United States, the success of this advertising for-
mat eventually led to the growth of mail-order advertising.
(9) In June 1836, French newspaper La Presse was the first to in-
clude paid advertising in its pages, allowing it to lower its price, ex-
tend its readership and increase its profitability and the formula was 
soon copied by all titles. Around 1840, Volney Palmer established 
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a predecessor to advertising agencies in Boston. Around the same time, 
in France, Charles-Louis Havas extended the services of his news agen-
cy, Havas to include advertisement brokerage, making it the first French 
group to organize. At first, agencies were brokers for advertisement 
space in newspapers. N. W. Ayer & Son was the first full-service agen-
cy to assume responsibility for advertising content. N. W. Ayer opened 
in 1869, and was located in Philadelphia.
(10) At the turn of the century, there were few career choices for 
women in business; however, advertising was one of the few. Since 
women were responsible for most of the purchasing done in their house-
hold, advertisers and agencies recognized the value of women’s insight 
during the creative process. In fact, the first American advertising to use 
a sexual sell was created by a woman — for a soap product. Although 
tame by today’s standards, the advertisement featured a couple with 
the message “the skin you love to touch”.
(11) In the early 1920s, the first radio stations were established by ra-
dio equipment manufacturers and retailers who offered programs in or-
der to sell more radios to consumers. As time passed, many non-profit 
organizations followed suit in setting up their own radio stations, and 
included: schools, clubs and civic groups. When the practice of spon-
soring programs was popularized, each individual radio program was 
usually sponsored by a single business in exchange for a brief men-
tion of the business’ name at the beginning and end of the sponsored 
shows. However, radio station owners soon realized they could earn 
more money by selling sponsorship rights in small time allocations to 
multiple businesses throughout their radio station’s broadcasts, rather 
than selling the sponsorship rights to single businesses per show.
(12) this practice was carried over to television in the late 1940s 
and early 1950s. A fierce battle was fought between those seeking to 
commercialize the radio and people who argued that the radio spec-
trum should be considered a part of the commons — to be used only 
non-commercially and for the public good. the United Kingdom pur-
sued a public funding model for the BBC, originally a private com-
pany, the British Broadcasting Company, but incorporated as a pub-
lic body by Royal Charter in 1927. In Canada, advocates like Graham 
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Spry were likewise able to persuade the federal government to adopt 
a public funding model, creating the Canadian Broadcasting Corpora-
tion. However, in the United States, the capitalist model prevailed with 
the passage of the Communications Act of 1934 which created the Fede-
ral Communications Commission7. to placate the socialists, the U.S. 
Congress did require commercial broadcasters to operate in the “public 
interest, convenience, and necessity”. Public broadcasting now exists 
in the United States due to the 1967 Public Broadcasting Act which led 
to the Public Broadcasting Service and National Public Radio.
(13) In the early 1950s, the DuMont television Network began 
the modern trend of selling advertisement time to multiple sponsors. 
Previously, DuMont had trouble finding sponsors for many of their pro-
grams and compensated by selling smaller blocks of advertising time 
to several businesses. this eventually became the standard for the com-
mercial television industry in the United States. However, it was still 
a common practice to have single sponsor shows, such as the United 
States Steel Hour. In some instances the sponsors exercised great con-
trol over the content of the show — up to and including having one’s 
advertising agency actually writing the show. the single sponsor model 
is much less prevalent now, a notable exception being the Hallmark 
Hall of Fame.
(14) the 1960s saw advertising transform into a modern approach 
in which creativity was allowed to shine, producing unexpected mes-
sages that made advertisements more tempting to consumers’ eyes. 
the Volkswagen ad campaign — featuring such headlines as “think 
Small” and “Lemon” (which were used to describe the appearance 
of the car) — ushered in the era of modern advertising by promoting 
a “position” or “unique selling proposition” designed to associate each 
brand with a specific idea in the reader or viewer’s mind. this period 
of American advertising is called the Creative Revolution and its arche-
type was William Bernbach who helped create the revolutionary Volk-
swagen ads among others. Some of the most creative and long-standing 
American advertising dates to this period.
(15) the late 1980s and early 1990s saw the introduction of cable tel-
evision and particularly MtV. Pioneering the concept of the music video, 
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MtV ushered in a new type of advertising: the consumer tunes in for 
the advertising message, rather than it being a by-product or afterthought. 
As cable and satellite television became increasingly prevalent, special-
ty channels emerged, including channels entirely devoted to advertising, 
such as QVC, Home Shopping Network, and ShoptV Canada.
(16) Marketing through the Internet opened new frontiers for adver-
tisers and contributed to the “dot-com” boom of the 1990s. Entire corpo-
rations operated solely on advertising revenue, offering everything from 
coupons to free Internet access. At the turn of the 21st century, a number 
of websites including the search engine Google, started a change in on-
line advertising by emphasizing contextually relevant, unobtrusive ads 
intended to help, rather than inundate, users. this has led to a plethora 
of similar efforts and an increasing trend of interactive advertising.
(17) the share of advertising spending relative to GDP has changed 
little across large changes in media. For example, in the U.S. in 1925, 
the main advertising media were newspapers, magazines, signs 
on streetcars, and outdoor posters. Advertising spending as a share 
of GDP was about 2.9 percent. By 1998, television and radio had be-
come major advertising media. Nonetheless, advertising spending as 
a share of GDP was slightly lower — about 2.4 percent.
(18) A recent advertising innovation is “guerrilla marketing”, which 
involve unusual approaches such as staged encounters in public places, 
giveaways of products such as cars that are covered with brand mes-
sages, and interactive advertising where the viewer can respond to be-
come part of the advertising message. Guerrilla advertising is becoming 
increasing more popular with a lot of companies. this type of advertis-
ing is unpredictable and innovative, which causes consumers to buy 
the product or idea. this reflects an increasing trend of interactive and 
“embedded” ads, such as via product placement, having consumers vote 
through text messages, and various innovations utilizing social network 
services such as MySpace.
Public Service Advertising
(19) the same advertising techniques used to promote commer-
cial goods and services can be used to inform, educate and motivate 
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the public about non-commercial issues, such as HIV/AIDS, political 
ideology, energy conservation and deforestation.
(20) Advertising, in its non-commercial guise, is a powerful edu-
cational tool capable of reaching and motivating large audiences. “Ad-
vertising justifies its existence when used in the public interest — it is 
much too powerful a tool to use solely for commercial purposes”. — 
Attributed to Howard Gossage by David Ogilvy.
(21) Public service advertising, non-commercial advertising, pub-
lic interest advertising, cause marketing, and social marketing are dif-
ferent terms for (or aspects of) the use of sophisticated advertising and 
marketing communications techniques (generally associated with com-
mercial enterprise) on behalf of non-commercial, public interest issues 
and initiatives.
(22) In the United States, the granting of television and radio li-
censes by the FCC is contingent upon the station broadcasting a cer-
tain amount of public service advertising. to meet these requirements, 
many broadcast stations in America air the bulk of their required pub-
lic service announcements during the late night or early morning when 
the smallest percentage of viewers are watching, leaving more day and 
prime time commercial slots available for high-paying advertisers.
(23) Public service advertising reached its height during World 
Wars I and II under the direction of several governments.
After reading
exercise 9. Read the article again and underline words and phrases that 
you do not know. Write your own definitions. Use a dictionary if 
necessary.
exercise 10. Analyze the sentences, decide what the highlighted words 
mean from the point of view of grammar. Write your own sentences 
with the same grammar structure.
1. As the towns and cities of the Middle Ages began to grow, and 
the general populace was unable to read, signs that today would say 
cobbler, miller, tailor or blacksmith would use an image associated 
with their trade such as a boot, a suit, a hat, a clock, a diamond, a horse 
shoe, a candle or even a bag of flour.
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2. At the turn of the century, there were few career choices for wom-
en in business.
3. to placate the socialists, the U.S. Congress did require commer-
cial broadcasters to operate in the “public interest”.
Scanning for information
exercise 11. What do the following figures and dates mean?
1. $150 billion 





exercise 12. Order the sentences according to the text.
1. Wall or rock painting is for commercial advertising is the most 
ancient advertising form. 
2. Advertising is a means of conveying information to consumers 
about a product or service that exists in many different media.
3. Volney Palmer established the first advertising agency in Boston.
4. Advertising serves to persuade and inform a consumers in order 
to influence them and their purchasing power.
5. Handbills appeared in the 17th century when the general public 
was able to read.
6. Guerilla marketing reflects an increasing trend of interactive and 
embedded ads.
7. Du Mont television Network started selling small blocks of ad-
vertising time to multiple sponsors.
8. there are cable tv channels devoted exclusively to advertising. 
9. Radio became the advertising medium, selling program sponsor-
ship.
10. William Bernbach created a revolutionary Volkswagen ad.
exercise 13. Answer the questions.
1. What is the main purpose of commercial advertising?
2. What other items besides consumer products or service could be 
promoted through advertising?
3. What are the oldest forms of advertising?
4. What did early print advertisements promote?
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5. What appeared as the result of “quack” advertising?
6. Who was the first to establish a kind of advertising agency?
7. Why could women make a career in advertising even at the turn 
of the 20th century?
8. Is BBC a private company or a public body?
9. What approach to advertising was characteristic in 1960s?
10. What is Unique Selling Proposition?
11. What does “guerilla marketing” involve?
12. Why do many broadcast stations in the US air the required public 
announcements during the late night or early morning?
Summarizing information
exercise 14. Look through the text again. Identify the main points 
of each paragraph of the text.
exercise 15. Make a plan of the text.
exercise 16. Shorten the text by way of shortening each paragraph 
(leaving out unnecessary sentences and even words) and be ready 
to summarize the text to the others in your group. Follow the plan:
1. the central idea of the reading passage is about... (it is devot-
ed to... deals with... touches upon... the purpose of the text is to give 
the reader some information on).
2. Give a summary of the reading passage (no more than 15–20 sen-
tences). State the main problem discussed in the reading passage and 
mark off the passages that seem important to you.
3. Look for minor peculiarities of the reading passage.
4. Point out the facts that turned out to be new for you.
5. Look through the reading passage for figures, which are impor-
tant for general understanding.
6. State what places of the reading passage contradict your former 
views.
7. State the questions that remained unanswered and if it is possi-
ble, add some ideas.
8. Speak on the conclusion the author comes to.
9. Express your own point of view on the problem(s) discussed.
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Speaking
exercise 17. Speak about advertising in the ancient world and medieval 
period. try to think of more examples from history.
exercise 18. With your partner discuss how similar/different were 
the first advertising agencies established by Volney Palmer and 
N. W. Ayer with respect to modern advertising agencies.
exercise 19. Imagine you have to give a short talk on the characteristic 
features of modern advertising. think about 3 important points, be 
ready to give examples.
Writing
exercise 20. Get back to paragraph 17 from the text. Write a short para-
graph explaining the tendency (150 words).
(17) the share of advertising spending relative to GDP has changed 
little across large changes in media. For example, in the U.S. in 1925, 
the main advertising media were newspapers, magazines, signs on street-
cars, and outdoor posters. Advertising spending as a share of GDP was 
about 2.9 percent. By 1998, television and radio had become major ad-
vertising media. Nonetheless, advertising spending as a share of GDP was 
slightly lower — about 2.4 percent.
exercise 21. Give your own Russian equivalents of the following ad-
vertisements:
1. The skin you love to touch
Remember: this is the ad for a soap product using a sex sell (par. 10).
2. Think small
Remember: this is the Volkswagen ad campaign of 1960s, using 
a unique selling proposal (par. 14). Be ready to explain your choice.
TexT B 
Personalizing
• What types of advertising do you know?
• What types of advertising are the most effective/ the least effec-
tive in your opinion?
• What types of advertising have you seen today/yesterday?
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Before reading 










exercise 2. Look at some terms you’ll come across in the text and 
match the terms to their definitions.
term Definition
1. A rack card а. is a form of online advertising on the World Wide 
Web intended to attract web traffic 
2. A flyer or flier, 
also called handbill 
or leaflet
b. is a form of advertising on the World Wide Web 
delivered by an ad server. this form of online 
advertising entails embedding an advertisement 
into a web page. It is intended to attract traffic to 
a website by linking to the website of the advertiser
3. Pop-up ad or 
pop-up (всплыва-
ющее окно )
c. is an officer of the court who makes public 
pronouncements as required by the court, can also 
make public announcements in the streets. they are 
often dressed elaborately, in a red and gold robe, white 
breeches, black boots and a tricorne hat
4. A web banner or 
banner ad
d. is a document used for commercial advertising, 
placed on a special rack frequently in convenience 
stores, hotels, landmarks, restaurants, rest areas and 
other locations that enjoy significant foot traffic 
5. A town crier e. is a short tune used in advertising and for other 
commercial uses. It contains meaning that explicitly 
promotes the product being advertised, usually 
through the use of one or more advertising slogans. 
It is a form of sound branding
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term Definition
6. A generic trade-
mark, also known as 
a genericized trade-
mark
f. is a form of paper advertisement intended for wide 
distribution and typically posted or distributed in a 
public place or through the mail
7. A jingle g. is a trademark or brand name that has become 
the common name for, or synonymous with, 
a general class of products or service, represents 
a form of metonymy
8. Classified ad h. (of newspaper or magazine advertisements) organized 
in categories according to what is being advertised 
exercise 3. Give Russian equivalents of the following words/word 
combinations.
Word/word combination translation
1. average (par. 2)
2. annual (par. 2)
3. event ticket (par. 1)
4. insert (par. 4)
5. blank backdrops (par. 4)
6. toll-free (par. 5)
7. receive (par. 7)
8. deliver a message (par. 9)
9. spotlights (par. 11)
10. retail (par. 13)
11. embed (par. 14)
12. digital (par. 19)
13. pervasive (par. 21) 
exercise 4. Find these highlighted words in the text and decide whether 
they are nouns, verbs, adjectives or adverbs. then decide what they 
mean and check in a dictionary.
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Word Part of speech Possible meaning
1. charge (par. 2)
2. feature (par. 5)
3. convention (par. 12)
4. strewn (par. 11)
5. covert (par. 14)
6. share (par. 15)
7. advances (par. 19)
exercise 5. Find and list all the words and phrases in the text with 
a similar meaning to:
Word/Phrase Synonym
1. include (par. 8)
2. objective or result (par. 12)
3. a large shop (par. 12)
4. the negative aspect of something (par. 16)
5. become greater or more successful than (par. 17)
6. dispute, disagreement (par. 21)
7. excitement, expectations (par. 22)
exercise 6. Find the English equivalents to the following Russian 
words and phrases.
Phrase English equivalent
1. отраслевые журналы (par. 8)
2. знаменитость (par. 15)
3. продвигать (par. 15)
4. неблагоприятный (par. 16)
5. цифровые вывески (par. 19)
6. точность (par. 19)
7. ракета-носитель (par. 21)
8. подсознательный (par. 21)
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exercise 7. Look back at the text and match the word/phrase to its defi-
nition.
Word Definition
1. testimonial (par. 5) а. a passage between rows of seats in a building such 
as a church or theater, an airplane, or a train
2. fee (par. 8) b. irrelevant or inappropriate messages sent on the 
Internet to a large number of newsgroups or users
3. spam (par. 9) c. a payment made to a professional person or to 
a professional or public body in exchange for 
advice or services
4. dedicated (par. 11) d. a formal statement testifying to someone’s character 
and qualifications
5. aisle (par. 13) e. not requested or invited
6. endorse (par. 16) f. declare one’s public approval or support of
7. unsolicited (par. 20) g. the most successful point; the culmination
8. pinnacle (par. 21) h. exclusively allocated to or intended for a particular 
purpose
exercise 8. Find some information in the Internet about the following:
1. What do the brands mentioned in the text produce?
• VAIO
• Kellogg’s
2. How are the following film names translated into Russian?
• Minority Report 
• Spaceballs 
• Fantastic Four: Rise of the Silver Surfer
• Blade Runner 
Reading for gist
exercise 9. Read the text once to get the general idea and try not to 
spend more than 10 minutes. Complete the sentence as to the text:
the passage describes 
(A) the history of advertising from ancient times to most recent ad-
vertising innovations including the Internet.
(B) covert advertising and celebrity endorsement.
(C) different types of advertising and advertising media.
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Text B. Types of Advertising
(1) Virtually any medium can be used for advertising. Commercial 
advertising media can include wall paintings, billboards, street furni-
ture components, printed flyers and rack cards, radio, cinema and tele-
vision adverts, web banners, mobile telephone screens, shopping carts, 
web popups, skywriting, bus stop benches, human billboards, maga-
zines, newspapers, town criers, sides of buses, banners attached to or 
sides of airplanes (“logojets”), in-flight advertisements on seatback tray 
tables or overhead storage bins, taxicab doors, roof mounts and passen-
ger screens, musical stage shows, subway platforms and trains, elastic 
bands on disposable diapers, doors of bathroom stalls, stickers on ap-
ples in supermarkets, shopping cart handles (grabertising), the opening 
section of streaming audio and video, posters, and the backs of event 
tickets and supermarket receipts. Any place an “identified” sponsor 
pays to deliver their message through a medium is advertising.
Television
(2) the tV commercial is generally considered the most effective 
mass-market advertising format, as is reflected by the high prices tV 
networks charge for commercial airtime during popular tV events. 
the annual Super Bowl football game in the United States is known as 
the most prominent advertising event on television. the average cost 
of a single thirty-second tV spot during this game has reached US $3 
million (as of 2009).
(3) the majority of television commercials feature a song or jingle 
that listeners soon relate to the product.
(4) Virtual advertisements may be inserted into regular television 
programming through computer graphics. It is typically inserted into 
otherwise blank backdrops or used to replace local billboards that are 
not relevant to the remote broadcast audience. More controversially, 
virtual billboards may be inserted into the background where none exist 
in real-life. Virtual product placement is also possible.
Infomercials
(5) An infomercial is a long-format television commercial, typi-
cally five minutes or longer. the word “infomercial” is a portmanteau 
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of the words “information” & “commercial”. the main objective in an 
infomercial is to create an impulse purchase, so that the consumer sees 
the presentation and then immediately buys the product through the ad-
vertised toll-free telephone number or website. Infomercials describe, 
display, and often demonstrate products and their features, and com-
monly have testimonials from consumers and industry professionals.
Radio Advertising
(6) Radio advertising is a form of advertising via the medium of ra-
dio.
(7) Radio advertisements are broadcasted as radio waves to the air 
from a transmitter to an antenna and a thus to a receiving device. Air-
time is purchased from a station or network in exchange for airing 
the commercials. While radio has the obvious limitation of being re-
stricted to sound, proponents of radio advertising often cite this as an 
advantage.
Press Advertising
(8) Press advertising describes advertising in a printed medium 
such as a newspaper, magazine, or trade journal. this encompasses eve-
rything from media with a very broad readership base, such as a ma-
jor national newspaper or magazine, to more narrowly targeted media 
such as local newspapers and trade journals on very specialized topics. 
A form of press advertising is classified advertising, which allows pri-
vate individuals or companies to purchase a small, narrowly targeted ad 
for a low fee advertising a product or service.
Online Advertising
(9) Online advertising is a form of promotion that uses the Internet 
and World Wide Web for the expressed purpose of delivering marketing 
messages to attract customers. Examples of online advertising include 
contextual ads that appear on search engine results pages, banner ads, 
in text ads, Rich Media Ads, Social network advertising, online classi-




(10) Billboards are large structures located in public places, which 
display advertisements to passing pedestrians and motorists. Most of-
ten, they are located on main roads with a large amount of passing mo-
tor and pedestrian traffic; however, they can be placed in any location 
with large amounts of viewers, such as on mass transit vehicles and 
in stations, in shopping malls or office buildings, and in stadiums.
Mobile Billboard Advertising
(11) Mobile billboards are generally vehicle mounted billboards or 
digital screens. these can be on dedicated vehicles built solely for car-
rying advertisements along routes preselected by clients, they can al-
so be specially-equipped cargo trucks or, in some cases, large banners 
strewn from planes. the billboards are often lighted; some being back-
lit, and others employing spotlights. Some billboard displays are static, 
while others change; for example, continuously or periodically rotating 
among a set of advertisements.
(12) Mobile displays are used for various situations in metropolitan 
areas throughout the world, including:
• target advertising
• One-day, and long-term campaigns
• Conventions
• Sporting events
• Store openings and similar promotional events
• Big advertisements from smaller companies
• Others
In-store Advertising
(13) In-store advertising is any advertisement placed in a retail 
store. It includes placement of a product in visible locations in a store, 
such as at eye level, at the ends of aisles and near checkout counters, 
eye-catching displays promoting a specific product, and advertisements 
in such places as shopping carts and in-store video displays.
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Covert Advertising
(14) Covert advertising, also known as guerrilla advertising, is when 
a product or brand is embedded in entertainment and media. For exam-
ple, in a film, the main character can use an item or other of a definite 
brand, as in the movie Minority Report, where tom Cruise’s character 
John Anderton owns a phone with the Nokia logo clearly written in the 
top corner, or his watch engraved with the Bulgari logo. Another example 
of advertising in film is in I, Robot, where main character played by Will 
Smith mentions his Converse shoes several times, calling them “clas-
sics”, because the film is set far in the future. I, Robot and Spaceballs also 
showcase futuristic cars with the Audi and Mercedes-Benz logos clearly 
displayed on the front of the vehicles. Cadillac chose to advertise in the 
movie the Matrix Reloaded, which as a result contained many scenes 
in which Cadillac cars were used. Similarly, product placement for Ome-
ga Watches, Ford, VAIO, BMW and Aston Martin cars are featured in re-
cent James Bond films, most notably Casino Royale. In “Fantastic Four: 
Rise of the Silver Surfer”, the main transport vehicle shows a large Dodge 
logo on the front. Blade Runner includes some of the most obvious prod-
uct placement; the whole film stops to show a Coca-Cola billboard.
Celebrities
(15) this type of advertising focuses upon using celebrity power, 
fame, money, popularity to gain recognition for their products and pro-
mote specific stores or products. Advertisers often advertise their prod-
ucts, for example, when celebrities share their favorite products or wear 
clothes by specific brands or designers. Celebrities are often involved 
in advertising campaigns such as television or print adverts to advertise 
specific or general products.
(16) the use of celebrities to endorse a brand can have its down-
sides, however. One mistake by a celebrity can be detrimental to 
the public relations of a brand. For example, following his performance 
of eight gold medals at the 2008 Olympic Games in Beijing, China, 
swimmer Michael Phelps’ contract with Kellogg’s was terminated, as 
Kellogg’s did not want to associate with him after he was photographed 
smoking marijuana.
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Media and Advertising Approaches
(17) Increasingly, other media are overtaking many of the “tradi-
tional” media such as television, radio and newspaper because of a shift 
toward consumer’s usage of the Internet for news and music as well as 
devices like digital video recorders.
(18) Advertising on the World Wide Web is a recent phenomenon. 
Prices of Web-based advertising space are dependent on the “relevance” 
of the surrounding web content and the traffic that the website receives.
(19) Digital signage is poised to become a major mass media be-
cause of its ability to reach larger audiences for less money. Digital 
signage also offers the unique ability to see the target audience where 
they are reached by the medium. technology advances has also made it 
possible to control the message on digital signage with much precision, 
enabling the messages to be relevant to the target audience at any given 
time and location which in turn, gets more response from the advertis-
ing. Digital signage is being successfully employed in supermarkets. 
Another successful use of digital signage is in hospitality locations such 
as restaurants and malls.
(20) E-mail advertising is another recent phenomenon. Unsolicited 
bulk E-mail advertising is known as “e-mail spam”. Spam has been 
a problem for email users for many years. However, filters that are more 
efficient are now available making it relatively easy to control what 
email you get.
(21) Some companies have proposed placing messages or corporate 
logos on the side of booster rockets and the International Space Station. 
Controversy exists on the effectiveness of subliminal advertising, and 
the pervasiveness of mass messages.
(22) Unpaid advertising (also called “publicity advertising”), 
can provide good exposure at minimal cost. Personal recommenda-
tions (“bring a friend”, “sell it”), spreading buzz, or achieving the feat 
of equating a brand with a common noun (in the United States, “Xer-
ox” = “photocopier”, “Kleenex” = tissue, “Vaseline” = petroleum jelly, 
“Hoover” = vacuum cleaner, “Nintendo” (often used by those exposed 
to many video games) = video games, and “Band-Aid” = adhesive band-
age) — these can be seen as the pinnacle of any advertising campaign. 
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However, some companies oppose the use of their brand name to label 
an object. Equating a brand with a common noun also risks turning that 
brand into a genericized trademark — turning it into a generic term 
which means that its legal protection as a trademark is lost.
(23) As the mobile phone became a new mass media in 1998 when 
the first paid downloadable content appeared on mobile phones in Fin-
land, it was only a matter of time until mobile advertising followed, also 
first launched in Finland in 2000. By 2007 the value of mobile adver-
tising had reached $2.2 billion and providers such as Admob delivered 
billions of mobile ads.
(24) More advanced mobile ads include banner ads, coupons, Multi-
media Messaging Service picture and video messages, advergames and 
various engagement marketing campaigns. A particular feature driving 
mobile ads is the 2D Barcode, which replaces the need to do any typing 
of web addresses, and uses the camera feature of modern phones to gain 
immediate access to web content. 83 percent of Japanese mobile phone 
users already are active users of 2D barcodes.
(25) A new form of advertising that is growing rapidly is social 
network advertising. It is online advertising with a focus on social net-
working sites. this is a relatively immature market, but it has shown 
a lot of promise as advertisers are able to take advantage of the demo-
graphic information the user has provided to the social networking site. 
Friendertising is a more precise advertising term in which people are 
able to direct advertisements toward others directly using social net-
work service.
While reading
exercise 10. Read the article again and underline words and phrases 
that you do not know. Write your own definitions. Use a dictionary 
if necessary.
exercise 11. Read the explanation of the term portmanteau:
A portmanteau [pɔrtˈmæntoʊ, pɔrtmænˈtoʊ]; or portmanteau word 
is a combination of two (or more) words or morphemes, and their defini-
tions, into one new word. the English is derived from French porteman-
teau (portmanteau luggage which has two compartments). A portmanteau 
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word fuses both the sounds and the meanings of its components, as 
in smog, coined by blending smoke and fog.
While reading the text, find 4 examples of such words.
Scanning for information
exercise 12. What do the following figures and dates mean?
1. $3 million 4. $2.2 billion
2. 2008 5. 83 %
3. Finland, 2000
Reading for detail
exercise 13. Order the sentences according to the text.
1. Press advertising describes advertising in a printed medium such 
as a newspaper, magazine, or trade journal. 
2. the tV commercial is generally considered the most effective 
mass-market advertising format.
3. In-store advertising is any advertisement placed in a retail store. 
4. Any place advertisers pay for to deliver their message through 
a medium is advertising.
5. Online advertising is a form of promotion that uses the Internet 
and World Wide Web for the expressed purpose of delivering marketing 
messages to attract customers. 
6. Infomercials describe, display, and demonstrate products and 
their features, and commonly have testimonials from consumers and 
industry professionals. 
7. Billboards are large structures located in public places that dis-
play advertisements to passing pedestrians and motorists. 
8. Radio has the obvious limitation of being restricted to sound. 
However, proponents of radio advertising often say this is an advan-
tage. 
9. Mobile billboards are generally vehicle mounted billboards or 
digital screens. 
10. Covert advertising, also known as guerrilla advertising, is when 
a product or brand is embedded in entertainment and media.
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exercise 14. Answer the questions.
1. What is the most effective mass-market advertising format?
2. How can you prove that the annual Super Bowl football game 
is the most prominent advertising event on television?
3. What is a portmanteau word? Give examples.
4. What is classified advertising? Give examples.
5. What are the examples of online advertising?
6. What is spam?
7. Where is the billboard advertising most often located?
8. Are billboard displays always static?
9. What is in-store advertising? Give some examples.
10. What are the downsides of celebrity endorsement?
exercise 15. Read the text and mark the sentences t (true) or F (false).
1. In the movie Minority Report, where tom Cruise’s character 
John Anderton owns a phone with the Nokia logo.
2. In the film I, Robot, the main character played by Will Smith 
mentions his Reebok shoes several times, calling them “classics”.
3. the movie The Matrix Reloaded contained many scenes in which 
Cadillac cars were used.
4. In James Bond films, most notably Casino Royale, one can see 
product placement for Omega Watches, Ford, VAIO, BMW and Aston 
Martin cars.
5.  Blade Runner includes some of the most obvious product place-
ment; the whole film stops to show a Pepsi-Cola billboard.
exercise 16. Choose the correct option.
1. the other media are replacing television, radio and newspapers 
for advertising
a) because people more and more use the Internet for news and 
entertainment.
b) because people are tired of traditional media.
2. Digital signage is becoming a major mass media
a) because it is interactive.
b) because it can reach many people for less money.
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3. If a brand is equated with a common noun (e. g. Xerox = photo-
copier)
a) it is always a positive development. 
b) it is not always positive because a brand looses legal protection.
4. the first mobile phone advertising was launched
a) in Finland in 2000.
b) in the US in 1998.
5. Social network advertising
a) is not very promising because it is still immature.
b) is developing rapidly as people can send relevant advertise-
ments to each other through social network service.
Summarizing information
exercise 17. Look through the text again. Identify the main points 
of each paragraph of the text.
exercise 18. Make a plan of the text.
exercise 19. Shorten the text by way of shortening each paragraph (leav-
ing out unnecessary sentences and even words) and be ready to sum-
marize the text to the others in your group. Follow the plan:
1. the central idea of the reading passage is about... (it is devot-
ed to... deals with... touches upon... the purpose of the text is to give 
the reader some information on).
2. Give a summary of the reading passage (no more than 15–20 sen-
tences). State the main problem discussed in the reading passage and 
mark off the passages that seem important to you.
3. Look for minor peculiarities of the reading passage.
4. Point out the facts that turned out to be new for you.
5. Look through the reading passage for figures, which are impor-
tant for general understanding.
6. State what places of the reading passage contradict your former 
views.
7. State the questions that remained unanswered and if it is possi-
ble, add some ideas.
8. Speak on the conclusion the author comes to.




1. Study the first paragraph — what advertising media do you think 
to be unusual? Can you add anything to this list?
2. Speak about traditional advertising media — newspapers, radio, 
television. Give some positive and negative aspects of placing an ad-
vertisement within the traditional media.
3. Speak about types of billboard advertising.
4. Speak about electronic advertising and its perspectives.
5. Give your opinion about covert advertising.
6. Speak about positive and negative aspects of celebrity endorse-
ment.
Writing
exercise 21. Write an ad about a product — use pictures, slogans and 
text to make it as interesting as possible!
the following points should be included:
• what is good about the product
• why people should buy it




• What in your opinion are the current trends in advertising? try to 
think of 2 or 3 trends.
• What is the most interesting advertising you have recently seen/
heard?
• What is the worst/least successful advertising you have seen/
heard?
Before reading 
exercise 1. Find the pronunciation of the following words.
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Word translation
1. dawn (par. 1)
2. message (par. 2)
3. controversial (par. 5)
4. execution (par. 7)
5. insight (par. 8)
6. unaware (par. 11)
7. justice (par. 15)
8. obesity (par. 16)
9. gauge (par. 20)
exercise 2. Give Russian equivalents of the following words, mind 
the context.
Word Russian equivalent
1. commonplace (par. 1)
2. competition (par. 4)
3. domestic (par. 6)
4. destination (par. 12)
5. mitigate (par. 13)
6. blight (par. 14)
7. exacerbate (par. 16)
8. consent (par. 18)
9. offense (par. 18)
10. bypass (par. 19)
11. entail (par. 20)
exercise 3. Find the following words in the text and decide whether they 
are nouns, verbs, adjectives or adverbs. Give Russian equivalents. 
Use the dictionary where necessary.
Word Part of speech Meaning
1. blanket (par. 2)
2. causes (par. 3)
3. counter (par. 9)
4. ban (par. 15)
5. fine (par. 18)
6. advance (par. 21)
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exercise 4. Find the English equivalents in the text to the following 
Russian words and phrases.
Russian word/phrase English equivalent
1. вызванный (par. 2)
2. смениться, уступить место (par. 4)
3. долгосрочный (par. 5)
4. реализация (par. 6)
5. выбирать, предпочитать (par. 9)
6. преднамеренный (par. 12)
7. поддерживать (par. 17)
8. опасность для здоровья (par. 19)
exercise 5. Look back at the text to find the definitions of the following 
words and phrases.
Word Definition 
1. outsourcing (par. 4) а. intuitive understanding and insight
2. rank (par. 4) b. spoken communication as a means 
of transmitting information 
3. word-of-mouth (par. 5) c. a sudden large increase 
4. economies of scale (par. 6) d. to warn 
5. evidence (par. 10) e. the practice of buying goods and services 
from outside suppliers, rather than produc-
ing them within a firm 
6. perception (par. 12) f. the financial advantages that a company 
gains when it produces large quantities 
of products 
7. decent (par. 17) g. a strong effect or influence 
8. to caution (par. 19) h. anything that you see, experience, read, 
or are told that causes you to believe that 
something is true or has really happened 
9. impact (par. 19) i.  not likely to shock or embarrass others
10. surge (par. 21) j.  a position within the hierarchy of an  
organization or society 
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exercise 6. Find some information in the Internet about the following 
items, mentioned in the text.
1. pop-up, pop-under




exercise 7. Read the text once, try not to spend more than 
10 minutes.
this reading passage describes
(A) some new advertising techniques
(B) advertising industry regulations 
(C) research techniques and advertising education
(D) all of the above
Text C. Current Trends
Rise in New Media 
(1) With the dawn of the Internet came many new advertising op-
portunities. Popup, Flash, banner, Popunder, advergaming, and email 
advertisements (the last often being a form of spam) are now common-
place. Particularly since the rise of “entertaining” advertising, some 
people may like an advertisement enough to wish to watch it later or 
show a friend. In general, the advertising community has not yet made 
this easy, although some have used the Internet to distribute their ads to 
anyone willing to see or hear them. In 2009, mobile and internet adver-
tising grew by 18.1 % and 9.2% respectively. Older media advertising 
saw declines: −10.1 % (tV), −11.7 % (radio), −14.8 % (magazines) and 
−18.7 % (newspapers).
Niche Marketing
(2) Another significant trend regarding future of advertising is 
the growing importance of the niche market using niche or targeted 
ads. Also brought about by the Internet and the theory of the Long tail, 
advertisers will have an increasing ability to reach specific audiences. 
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In the past, the most efficient way to deliver a message was to blanket 
the largest mass-market audience possible.
(3) However, the use of tracking, customer profiles and the grow-
ing popularity of niche content brought about by everything — from 
blogs to social networking sites — provide advertisers with audiences 
that are smaller but much better defined. this leads to ads that are more 
relevant to viewers and more effective for companies’ marketing prod-
ucts. Among others, Comcast Spotlight is one such advertiser employ-
ing this method in their video on demand menus. these advertisements 
are targeted to a specific group and can be viewed by anyone wishing to 
find out more about a particular business or practice at any time, right 
from their home. this causes the viewer to become proactive and actu-
ally choose what advertisements they want to view.
Crowdsourcing 
(4) Crowdsoursing means the practice of outsourcing a job or task 
that is traditionally performed by employees or a contracted company 
to a non-organized, usually large group of people, generally in the form 
of an open call or competition. the concept of crowdsourcing has giv-
en way to the trend of user-generated advertisements. User-generated 
ads are created by consumers as opposed to an advertising agency or 
the company themselves, most often they are a result of brand spon-
sored advertising competitions. For the 2007 Super Bowl, the Frito-
Lays division of PepsiCo held the Crash the Super Bowl contest, al-
lowing consumers to create their own Doritos commercial. Chevrolet 
held a similar competition for their tahoe line of SUVs. Due to the suc-
cess of the Doritos user-generated ads in the 2007 Super Bowl, Frito-
Lays re-launched the competition for the 2009 and 2010 Super Bowl. 
the resulting ads were among the most-watched and most-liked Super 
Bowl ads. In fact, the winning ad that aired in the 2009 Super Bowl 
was ranked by the USA Today Super Bowl Ad Meter as the top ad for 
the year while the winning ads that aired in the 2010 Super Bowl were 
found by Nielsen’s BuzzMetrics to be the “most buzzed-about”.
(5) this trend has given rise to several online platforms that host 
user-generated advertising competitions on behalf of a company. 
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Founded in 2007, Zooppa has launched ad competitions for brands such 
as Google, Nike, Hershey’s, General Mills, Microsoft, NBC Universal, 
and Mini Cooper. Crowdsourced advertisements have gained popular-
ity in part due to its cost effective nature, high consumer engagement, 
and ability to generate word-of-mouth. However, it remains controver-
sial, as the long-term impact on the advertising industry is still unclear.
global Advertising 
(6) Advertising has gone through five major stages of development: 
domestic, export, international, multi-national, and global. For global 
advertisers, there are four, potentially competing, business objectives 
that must be balanced when developing worldwide advertising:
• building a brand while speaking with one voice, 
• developing economies of scale (эффект масштаба; повышение 
эффективности от роста масштабов производства) in the creative 
process, 
• maximizing local effectiveness of ads, and
• increasing the company’s speed of implementation. 
(7) Born from the evolutionary stages of global marketing are 
the three primary and fundamentally different approaches to the develop-
ment of global advertising executions: 
• exporting executions, 
• producing local executions, and 
• importing ideas that travel.
(8) Advertising research is key to determining the success of an ad 
in any country or region. the ability to identify which elements and/
or moments of an ad that contributes to its success is how economies 
of scale are maximized. Once one knows what works in an ad, that idea 
or ideas can be imported by any other market. Market research measures, 
such as Flow of Attention, Flow of Emotion and Branding Moments pro-
vide insight into what is working in an ad in any country or region be-
cause the measures are based on the visual, not verbal, elements of the ad.
New Technology
(9) the ability to record shows on digital video recorders allow 
users to record the programs for later viewing, enabling them to fast 
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forward through commercials. Additionally, as more seasons of pre-
recorded box sets of television programs are offered for sale, fewer 
people watch the shows on tV. However, the fact that these sets are 
sold, means the company will receive additional profits from the sales 
of these sets. to counter this effect, many advertisers have opted for 
product placement on tV shows like Survivor. 
evidence-based Advertising
(10) Evidence-based advertising refers to advertising principles, 
which have been proven through experimental studies. they can be 
applied to an advertising campaign with high confidence of increasing 
persuasiveness regardless of time and place. Principles are usually ac-
companied with various conditions, which must be taken into consid-
eration when applying them. According to Professor J. Scott Armstrong 
from the Wharton School, evidence-based principles “draw upon typi-
cal practice, expert opinion, factual evidence and empirical evidence”.
Foreign Public Messaging
(11) Foreign governments, particularly those that own marketable 
commercial products or services, often promote their interests and posi-
tions through the advertising of those goods. the target audience is large-
ly unaware foreign messaging, It is willing to receive the message while 
in a mental state of absorbing information from advertisements during 
television commercial breaks, while reading a periodical, or while pass-
ing by billboards in public spaces. A prime example of this messaging 
technique is advertising campaigns to promote international travel. 
(12) While advertising foreign destinations and services may stem 
from the typical goal of increasing revenue by drawing more tourism, 
some travel campaigns carry the additional or alternative intended pur-
pose of promoting good sentiments or improving existing ones among 
the target audience towards a given nation or region. It is common for 
advertising promoting foreign countries to be produced and distributed 
by the tourism ministries of those countries, so these ads often carry po-
litical statements and/or depictions of the foreign government’s desired 
international public perception. 
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(13) Additionally, a wide range of foreign airlines and travel-related 
services which advertise separately from the destinations, themselves, 
are owned by their respective governments; examples include, though 
are not limited to, the Emirates airline (Dubai), Singapore Airlines (Sin-
gapore), Qatar Airways, China Airlines (taiwan Republic of China), 
and Air China (People’s Republic of China). By depicting their des-
tinations, airlines, and other services in a favorable and pleasant light, 
countries market themselves to populations abroad in a manner that 
could mitigate prior public impressions.
Regulation 
(14) In the US many communities believe that many forms of out-
door advertising blight the public realm. As long ago as the 1960s in the 
US there were attempts to ban billboard advertising in the open coun-
tryside. Cities such as São Paulo have introduced an outright ban with 
London also having specific legislation to control unlawful displays.
(15) there have been increasing efforts to protect the public interest 
by regulating the content and the influence of advertising. Some exam-
ples are: the ban on television of tobacco advertising imposed in many 
countries, and the total ban of advertising to children under 12 imposed 
by the Swedish government in 1991. though that regulation contin-
ues in effect for broadcasts originating within the country, it has been 
weakened by the European Court of Justice, which had found that Swe-
den was obliged to accept foreign programming, including those from 
neighboring countries or via satellite. Greece’s regulations are of a sim-
ilar nature, “banning advertisements for children’s toys between 7 am 
and 10 pm and a total ban on advertisement for war toys”.
(16) In Europe and elsewhere, there is a vigorous debate on whether 
(or how much) advertising to children should be regulated. this debate 
was exacerbated by a report released by the Kaiser Family Founda-
tion in February 2004 which suggested fast food advertising that targets 
children was an important factor in the epidemic of childhood obesity 
in the United States.
(17) In New Zealand, South Africa, Canada, and many European 
countries, the advertising industry operates a system of self-regulation. 
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Advertisers, advertising agencies and the media agree on a code of ad-
vertising standards that they attempt to uphold. the general aim of such 
codes is to ensure that any advertising is ‘legal, decent, honest and 
truthful’. Some self-regulatory organizations are funded by the indus-
try, but remain independent, with the intent of upholding the standards 
or codes like the Advertising Standards Authority in the UK.
(18) In the UK most forms of outdoor advertising such as the dis-
play of billboards is regulated by the UK town and County Planning 
system. Currently the display of an advertisement without consent from 
the Planning Authority is a criminal offense liable to a fine of £2,500 
per offence. All of the major outdoor billboard companies in the UK 
have convictions of this nature.
(19) Naturally, many advertisers view governmental regulation or 
even self-regulation as intrusion of their freedom of speech or a neces-
sary evil. therefore, they employ a wide-variety of linguistic devices to 
bypass regulatory laws (e. g. printing English words in bold and French 
translations in fine print to deal with the Article 120 of the 1994 toubon 
Law limiting the use of English in French advertising). the advertise-
ment of controversial products such as cigarettes and condoms are sub-
ject to government regulation in many countries. For instance, the to-
bacco industry is required by law in most countries to display warnings 
cautioning consumers about the health hazards of their products. Lin-
guistic variation is often used by advertisers as a creative device to re-
duce the impact of such requirements.
Advertising Research 
(20) Advertising research is a specialized form of research that 
works to improve the effectiveness and efficiency of advertising. It en-
tails numerous forms of research that employ different methodologies. 
Advertising research includes pre-testing (also known as copy testing) 
and post-testing of ads and/or campaigns — pre-testing is done before 
an ad airs to gauge how well it will perform and post-testing is done af-
ter an ad airs to determine the in-market impact of the ad or campaign 
on the consumer. Continuous ad tracking and the Communicus System 
are competing examples of post-testing advertising research types.
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Advertising education
(21) Advertising education has become widely popular with 
bachelor, master and doctorate degrees becoming available in the 
emphasis. A surge in advertising interest is typically attributed to 
the strong relationship advertising plays in cultural and techno-
logical changes, such as the advance of online social networking. 
A unique model for teaching advertising is the student-run adver-
tising agency, where advertising students create campaigns for real 
companies. Organizations such as American Advertising Federation 
and AdU Network partner established companies with students to 
create these campaigns.
While reading
exercise 8. Find two examples of portmanteau words. See part B, 
exercise 11.
Scanning for information
exercise 9. What do the following figures and dates mean?
1. 2007 4. 2,500
2. 1960s 5. 120, 1994
3. 1991, 12
Reading for detail 
exercise 10. Answer the questions.
1. What new advertising techniques does the Internet produce?
2. Why do some people may wish to sent an ad to a friend? Have 
you ever done this?
3. What makes niche advertising possible?
4. Is the task of niche ads to cover the largest audience possible?
5. What is crowdsourcing?
6. Was the resulting ad successful? What makes you think so?
7. Why do crowdsourced ads gain popularity? Is this a positive 
development?
8. What market research measures, such as Flow of Attention, Flow 
of Emotion and Branding Moments are used for?
111
9. Why do many advertisers choose to have product placement 
in such shows like Survivor?
exercise 11. Choose the correct option. 
1. Foreign governments, particularly those that own marketable 
commercial products or services, often promote their interests and po-
sitions 
а) through the advertising of those goods.
b) through political debates.
2. the main example of such messaging technique is advertising 
campaigns 
а) to promote international travel.
b) to caution consumers about the health hazards of their products.
3. Some travel campaigns carry the additional purpose of
а) developing economies of scale.
b) promoting good sentiments towards a given nation or region.
4. Advertising promoting foreign countries is produced by 
а) the tourism ministries of those countries.
b) global advertisers.
5. Countries market themselves to the people abroad in a manner 
that could mitigate unfavorable public impressions by
а) market research measures.
b) depicting their destinations, airlines, and other services in a fa-
vorable and pleasant light.
exercise 12. Are the following statements true (t) or false (F)?
1. the efforts to regulate the content of advertising are made to pro-
tect the public interest.
2. the total ban of advertising to children under 12 was imposed by 
the Greek government in 1991.
3. Sweden bans advertisements for children’s toys between 7 am 
and 10 pm and there is a total ban on advertisement for war toys.
4. Fast food advertising that targets children was an important fac-
tor in the epidemic of childhood obesity in the United States.
5. the Advertising Standards Authority in the UK is funded by 
the UK advertising industry.
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6. Many advertisers view governmental regulation as the manifes-
tation of their freedom of speech.
Summarizing information
exercise 13. Look through the text again. Identify the main points 
of each paragraph of the text.
exercise 14. Make a plan of the text.
exercise 15. Shorten the text by way of shortening each paragraph 
(leaving out unnecessary sentences and even words) and be ready 
to summarize the text to the others in your group. Follow the plan:
1. the central idea of the reading passage is about... (it is devot-
ed to... deals with... touches upon... the purpose of the text is to give 
the reader some information on).
2. Give a summary of the reading passage (no more than 15–20 sen-
tences). State the main problem discussed in the reading passage and 
mark off the passages that seem important to you.
3. Look for minor peculiarities of the reading passage.
4. Point out the facts that turned out to be new for you.
5. Look through the reading passage for figures, which are impor-
tant for general understanding.
6. State what places of the reading passage contradict your former 
views.
7. State the questions that remained unanswered and if it is possi-
ble, add some ideas.
8. Speak on the conclusion the author comes to.
9. Express your own point of view on the problem(s) discussed.
Speaking
exercise 16. Discuss the following with your partner. Give your own 
examples where possible.
1. What do we need advertising for?
2. Name a few things that ads use to make their product well known.
3. What are the advantages/disadvantages of niche ads?
4. Explain what crowdsourcing is. Give examples.
5. How do governments protect consumers from advertising?
6. Do people need special education to work in advertising?
7. What are the main qualities of a copywriter?
8. Is advertising good or evil?
Writing
exercise 17. Get back to paragraph 1 from the text. Write a short 
paragraph (150 words).
In 2009, mobile and internet advertising grew by 18.1 % and 9.2 % re-
spectively. Older media advertising saw declines: −10.1 % (tV), −11.7% 
(radio), −14.8% (magazines) and −18.7 % (newspapers).
• What ad media showed the biggest growth?
• What media showed the largest decline?





1. a harvest 6. a goal
2. to increase 7. an issue
3. contemporary 8. to identify
4. to offer 9. to depict
5. to realize 10. to argue
exercise 6. с.
exercise 8. 1F, 2F, 3t, 4F, 5F, 6t, 7t, 8F.
exercise 12. 1b, 2a, 3c, 4b, 5d.
Texts B, C
exercise 4 
1. exaggeration 8. scarce
2. uninhabited 9. abandon 
3. light-hearted 10. encourage
4. attract 11. spur
5. detour 12. meanwhile
6. persuade 13. plain




exercise 7. 1F, 2t, 3t, 4F, 5t.
exercise 10. 1c, 2b, 3a, 4b, 5d.
Texts D, e, F
exercise 5. C.
exercise 7. 1t, 2F, 3F, 4F, 5t.





1. media (n) ['miːdɪə]
2. brochure (n) ['brəuʃə]
3. appreciation (n) [əˌpriːʃɪ'eɪʃ(ə)n]
4. advertising (n) ['ædvətaɪzɪŋ]
5. emerging (adj) [ɪ'mɜːʤɪŋ]
6. buoy (v) [bɔɪ]
7. insurance (n) [ɪn'ʃuər(ə)n(t)s]
8. perceive (v) [pə'siːv]
9. audience (n) ['ɔːdɪən(t)s]
exercise 3. Mass media, means of communication, newsletter, with-
out doubt, natural calamities, because of the keen efforts and dedi-
cation, have benefited many people to date, laudable, a boon for 
youngsters, the influence or the effects on the minds, conveying 
the true news, to keep the confidence of people, most advertise-
ments, to resist the temptation, to broadcast information, pros and 
cons, target group, an advertiser, the latest news, misinterpretation 




the world the globe





youngsters youth, young people
citizens audiences, people, masses














global audience target audience
exercise 8. B.
exercise 11. 1F, 2t, 3t, 4F, 5F, 6F, 7t, 8F, 9F, 10t.
exercise 13 
1. Mass media immediately provides us with the latest information 
about the things happening around us.
2. Mass media has played an important role in making people un-
derstand the meaning of democracy.
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3. Mass media has a compelling effect on the children minds. 
4. there are positive as well as negative influences of mass media 
on the society.
5. the Internet is such a medium that it can give many options for 
the kind of information required.





1. entertainment (n) [ˌentə'teɪnmənt]
2. pamphlet (n) ['pæmflɪt]
3. aesthetics (n) [iːs'θetɪks]
4. exaggerate(v) [ɪg'zæʤəreɪt], [eg-]
5. sensationalize (v) [sen'seɪʃ(ə)n(ə)laɪz]
6. trivialize (v) ['trɪvɪ(ə)laɪz]
7. violence (n) ['vaɪəl(ə)n(t)s] 
8. inevitable (adj) [ɪ'nevɪtəbl]
9. coverage (n) ['kʌv(ə)rɪʤ]
10. promiscuous (adj) [prə'mɪskjuəs]
11. employer (n) [ɪm'plɔɪə], [em-]
12. employee (n) [ˌɪmplɔɪ'iː], [em]
13. malicious (adj) [mə'lɪʃəs]
exercise 3. Dissemination of information, double-edged sword, leaflets 
and pamphlets, via visual representations, a majority of audiences, 
soap operas, high technology, deep impact, way of life, aesthetics, 
influential entity, regard the audience, had it not been for media, 
at times, exaggerate, violence, unfortunate incidents, literacy, dire 
need, media coverage, is a crucial factor, benefits of electronic com-
munication, main issue, computer virus, malicious programs, in-





adverse effect negative influences
advertise products tout products
ruin mar
via the Radio using the Radio
recipient receiver
viruses malicious programs





positive effects negative influences
detrimental useful





exercise 11. tV-Y — for all children; tV-Y7 — for older children aged 
7 years and above; tV-G — for general audience; tV-PG — paren-
tal guidance; tV-14 — for children aged 14 years and above; tV-
MA — for mature audience.
exercise 12. 1F, 2F, 3t, 4F, 5t, 6t, 7t, 8F, 9F, 10t.
exercise 13 
1. Mass media is an effective medium for communication, dissem-
ination of information, advertising, marketing and expressing views, 
opinions and ideas.
2. Email, websites, blogging, Internet tV and many other mass me-
dia are booming today. 
3. the media has played a major role in positive developments 
about the world peace.
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4. the main issue with electronic communication is security.
5. telecommunication allows people to interact over long distances.





1. society (n) [sə'saɪətɪ]
2. journalism (n) ['ʤɜːn(ə)lɪz(ə)m]
3. content (n) ['kɔntent]
4. editor (n) ['edɪtə]
5. acknowledgment (n) [ək'nɔlɪʤmənt]
6. questionnaire (n) [ˌkwesʧə'neə]
7. exposure (n) [ɪk'spəuʒə], [ek-]
8. measure (v) ['meʒə]
9. require (v) [rɪ'kwaɪə] 
10. simultaneously (adv) [ˌsɪm(ə)l'teɪnɪəslɪ]
exercise 3. Wholly and solely, amalgamation of news and public opin-
ions, acknowledgment of the importance of public opinion, read-
ership polls, contribute, readership rankings, invasion of privacy, 









creating public opinion shaping the public opinion
subject topic
mirroring  reflecting





individual opinion public opinion
failure success
complicated mere






exercise 10. 1t, 2F, 3t, 4F, 5F, 6t, 7F, 8t, 9t, 10F.
exercise 13
1. People are both the audience and the essential part of news.
2. the newspaper content is the product of reporters and readers.
3. the Internet has strengthened the importance of public opinion.
4. Public polls and voting are important tools to measure public 
opinion.
5. Public participation in the media is a great step towards strength-
ening the democracy of a nation.
6. the media success depends on the public opinion.
7. Media plays an important role in shaping the public opinion.
8. Media is a great resource of information for people across 
the world.






1. persuade (v) [pə'sweɪd]
2. purchase (v) ['pɜːʧəs]
3. advertisement (n) [əd'vɜːtɪsmənt] 
4. populace (n) ['pɔpjuləs]
5. proprietor (n) [prə'praɪətə]
6. predecessor (n) ['priːdɪˌsesə]
7. prevalent (adj) ['prev(ə)lənt]
8. frontier (n) [frʌn'tɪə]
9. content (n) ['kɔntent]
exercise 2. 1. убедить клиентов; 2. создавать потребление; 3. до-
ставлять сообщение; 4. от лица, от имени; 5. общеизвестное 
слово; 6. следовать примеру; 7. осуществлять контроль; 8. воз-
вещать наступление, начинать; 9. скромная реклама; 10. креа-
тивная реклама.
exercise 3
Word Part of speech Meaning
1. rise (par. 1) noun возникновение, начало
2. sales (par. 5) adjective торговый
3. need (par. 7) noun потребность
4. lower (par. 9) verb снизить
5. tame (par. 10) adjective пресный, неинтересный
6. broadcasts (par. 11) noun трансляции, передачи
7. dates (par. 14) verb датировать
8. causes (par. 18) verb заставлять, вынуждать
9. air (par. 22) verb передавать
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exercise 4. 1. Increased consumption; 2. public service announce-
ments; 3. populace; 4. “quack” advertising; 5. at the turn of the 
century; 6. tempting to consumers’ eyes; 7. by-product; 8. guerilla 
marketing; 9. marketing communications techniques; 10. to meet 
the requirements.
exercise 5. 1e, 2g, 3i, 4c, 5h, 6j, 7f, 8a, 9d, 10b.
exercise 6. 1. British Broadcasting Corporation; 2. before Christ; 
3. gross domestic product; 4. Federal Communications Commis-
sion; 5. human immunodeficiency virus; 6. acquired immune defi-
ciency syndrome.
exercise 11. 1. Advertising spending in the US in 2007; 2. the tradi-
tion of wall painting in Indian rock art; 3. La Presse was the first 
to include paid ads on its pages; 4. N.W. Ayer opened the first full 
service ad agency in Philadelphia; 5. modern advertising was born; 
6. the advertising spending as the share of GDP in 1998.








5. vehicle ['viːɪkl, 'vɪəkl]
6. aisle [aɪl]
7. digital ['dɪʤɪt(ə)l]
8. controversy ['kɒntrəvəːsi, kən'trɒvəsi]
exercise 2. 1d, 2f, 3a, 4b, 5c, 6g, 7e, 8h.
exercise 3. 1. Cредний; 2. ежегодный; 3. билет на мероприятие; 
4. вставить; 5. пустой фон; 6. бесплатный; 7. принимать; 8. до-
ставлять сообщение; 9. прожектор; 10. розничный; 11. встав-




Word Part of speech Possible meaning
1. charge (par. 2) verb назначить плату
2. feature (par. 5) noun характеристика
3. convention (par. 12) noun съезд
4. strewn (par. 11) adjective, P2 свисать
5. covert (par. 14) adjective скрытый
6. share (par. 15) verb делиться
7. advances (par. 19) noun прогресс
exercise 5. 1. Encompass; 2. target; 3. store; 4. downsides; 5. overtake; 
6. controversy; 7. buzz.
exercise 6. 1. trade journals; 2. celebrity; 3. promote; 4. detrimental; 
5. digital signage; 6. precision; 7. booster rocket; 8. subliminal.
exercise 7. 1d, 2c, 3b, 4h, 5a, 6f, 7e, 8g.
exercise 8
1. VAIO is a sub-brand used for many of Sony’s computer products. 
the Kellogg Company is a multinational food manufacturing company. 
Kellogg’s produces cereal and convenience foods, including cookies, 
crackers, toaster pastries, cereal bars, and vegetarian foods.
2. особое мнение; космические яйца; Фантастическая четвер-
ка: вторжение серебряного серфера; бегущий по лезвию.
exercise 9. C.
exercise 11. Grabatasing (par. 1); informercial (par. 5); advergames 
(par. 24); friendertising (par. 25).
exercise 12
1. the average cost of a 30 second tV spot during the upper Bowl game.
2. M. Phelps won 8 gold medals at 2008 Olympic games.
3. Mobile advertising was launched.
4. By 2007, the value of mobile advertising had reached $2.2 billion.
5. 83 percent of Japanese mobile phone users already are active us-
ers of 2D barcodes.
exercise 13. 4, 2, 6, 8, 1, 5, 7, 9, 3, 10.
exercise 15. 1t, 2F, 3t, 4t, 5F.





1. dawn (par. 1) [dɔːn]
2. message (par. 2) ['mesɪʤ]
3. controversial (par. 5) [ˌkɔntrə'vɜːʃ(ə)l]
4. execution (par. 7) [eksɪ'kjuːʃ(ə)n]
5. insight (par. 8) ['ɪnˌsaɪt]
6. unaware (par. 11) [ˌʌnə'wɛə]
7. justice (par. 15) ['ʤʌstɪs]
8. obesity (par. 16) [ə'biːsɪtɪ]
9. gauge (par. 20) [geɪʤ]
exercise 2. 1. обычное явление; 2. конкурс; 3. внутренний, отече-
ственный; 4. популярное у туристов место; 5. смягчать; 6. при-
носить вред; 7. обостряться; 8. согласие; 9. правонарушение; 
10. обходить; 11. влечь за собой, вызывать. 
exercise 3 
Word Part of speech Meaning
1. blanket (par. 2) verb охватывать
2. causes (par. 3) verb заставлять
3. counter (par. 9) verb противостоять
4. ban (par. 15) noun запрет
5. fine (par. 18) noun штраф
6. advance (par. 21) noun прогресс
exercise 4. 1. Brought about; 2. give way to; 3. long-term;4. imple-
mentation; 5. opt for; 6. intended; 7. uphold; 8. health hazard.
exercise 5. 1e, 2j, 3b, 4f, 50h, 6a, 7i, 8d, 9g, 10c. 
exercise 6 
1.  Pop-up ads are forms of online advertising on the World Wide 
Web intended to attract web traffic or capture email addresses. Pop-
ups are generally new web browser windows to display advertisements. 
A variation on the pop-up window is the pop-under advertisement, 
which opens a new browser window hidden under the active window. 
Pop-unders do not interrupt the user immediately and are not seen until 
the covering window is closed.
2.  The term long tail has gained popularity in recent times as de-
scribing the retailing strategy of selling a large number of unique items 
with relatively small quantities sold of each — usually in addition to 
selling fewer popular items in large quantities. the long tail was popu-
larized by Chris Anderson in an October 2004 Wired magazine article, 
in which he mentioned Amazon.com, Apple and Yahoo! as examples 
of businesses applying this strategy.
3. A sport utility vehicle (SUv) is a vehicle similar to a station 
wagon or estate car, usually equipped with four-wheel drive for on — 
or off-road ability. Some SUVs include the towing capacity of a pickup 
truck with the passenger-carrying space of a minivan or large sedan.
4. AdU Network is a national program that gives brands a rel-
evant presence on America’s campuses by allowing students to create 
the campaigns for them. Founded at the University of California, Santa 
Barbara by Dmitriy Katsel, the firm now partners its clients with 23 uni-
versities and over 600,000 university students.
exercise 7. D.
exercise 8.  Advergames (par. 1); crowdsourcing (par. 4).
exercise 9
1. For the 2007 Super Bowl, the Frito-Lays division of PepsiCo 
held the Crash the Super Bowl contest, allowing consumers to create 
their own Doritos commercial (par. 4).
2. In 1960s in the US there were attempts to ban billboard advertis-
ing in the open countryside (par. 14).
3. In 1991 the Swedish government imposed the total ban of adver-
tising to children under 12 (par. 15).
4. the display of an advertisement without consent from the Plan-
ning Authority is a criminal offense liable to a fine of £2,500 per offence 
(par. 18).
5. the Article 120 of the 1994 toubon Law limits the use of Eng-
lish in French advertising (par. 19).
exercise 11. 1a, 2a, 3b, 4a, 5b.
exercise 12. 1t, 2F, 3F, 4t, 5t, 6F.
1. Charlie S. Effects of Mass Media on Society (Last Updated: 
9/28/2011). URL: http://www.buzzle.com/articles/mass-media-effects.
html
2. Foster T. R. V. Advertising and Culture. URL: http://onlinebusi-
nessmarketing.webs.com/





клише, используемые при реферировании  
текста или статьи
I. 1. The title of the article. — название статьи.
 2. the article is head-lined… — статья называется…
 3. the head-line of the article I have read is… — статья, которую я 
прочитал, называется…
 4. It is (en)titled… — она называется…
II. 1. The author(s) of the article is (are)… — автором(-ами) этой 
статьи является (являются)…
 2. the article is written by… — статья написана…
 3. It is (was) published in… — она (была) опубликована в… (там, 
где указано)
III. 1. The main idea of the article is… — Основная идея статьи за-
ключается в том, что…
 2. the article is about… — статья о… 
 3. the article is devoted to… — статья посвящена… 
 4. the article deals with… — статья имеет дело с…
 5. the article touches upon… — статья затрагивает…
 6. the purpose (aim, objective) of this article is to give… — цель этой 
статьи дать… (читателям определенную информацию о…) — (the readers 
some information on…)
Iv. 1. In the first part of the article the author speaks about… — 
В первой части статьи автор говорит о…
 2. the author shows… — автор показывает…
 3.the author defines… — автор определяет…
 4.the author underlines… — автор подчеркивает…
 5.the author notes… — автор отмечает…
 6. the author emphasizes (marks out, pints out)… — автор выделяет…
 7. First of all it is necessary to underline… — прежде всего необхо-
димо подчеркнуть…
 8. the author begins with the describing… — автор начинает с опи-
сания… 
 9. According to the text… — согласно тексту…
 10. Further the author reports (says) that… — дальше автор сооб-
щает, что… 
 11. In conclusion… — в заключении… 
 12. the author comes to the conclusion that… — в заключении автор 
приходит к выводу, что…
 13. the author concludes by emphasizing the fact that… — автор за-
канчивает выделением такого факта, как…
v.  1. I find the article interesting. — я нахожу, что статья интересна.
 2. I consider the article important. — я считаю, что статья важна.
 3. I found the article of no valuе. — я нахожу, что статья не имеет 
большой ценности.
 4. the article holds some new information/facts for (to) me. — статья 




PR and Advertising Definitions
Phrase Definition
Account
in advertising account is synonymous with client or 
contract
Advertisement
item of publicity to promote a product or service 
in newspapers, magazines, on tV etc.
Advertising agency
mservices firm that assists companies in planning ad-
vertisements
AIDA
Attention, Interest, Desire, Action  —  the aim of all 
advertising
Announce
an ad that make public via the purchase of some lines 
in a newspaper or magazine an offer or information
Benefit advantage of a product or service
Billboard signboard for advertising posters
Broadsheet newspaper printed in a large format
Buzz excited talk or rumors. speaking rapidly in a low voice
Campaign organized course or plan of action
Circulation
average number of copies of newspapers or magazines 
sold over a period of time; the number of readers or 
subscribers to a magazine or newspaper
Classified ads
small advertisements in newspapers or magazines, 
divided into categories
Commercial an advertisement on tV or radio
Coupon
part of a printed advertisement to be used to order 
goods or samples
Direct mail advertisement sent by post to prospective customers
editing
reviewing or rewriting in order to make suitable for 
publication.
eye-catcher something that particularly attracts one’s attention
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Phrase Definition
Features special characteristics of a product
generic advertising
advertising for a whole sector, such as tourism, rather 
than a specific product
gloss shiny, not substantial 
gloss over
cover up a mistake by speaking rapidly so as not to 
deal with the issue correctly
Hoarding
wooden structure, or signboard,  used to carry adver-
tisements
Hype
excessive or intensive publicity; exaggerated claims 
made in advertising
Jingle 
catchy tune usually rhyming, simple, and repetitious 
used to promote a product
Launch
to start an action in order to introduce something 
(e. g. a new product)
Mailshot
piece of advertising material sent to potential 
customers by post
Mass media
the main means of mass communication (newspapers, 
tV & radio)
Motto
a guide to ones conduct. a sentence that servers as 
a principle or ideal
Plug
favourable publicity in the media for a commercial 
product (e. g. a book)
Poster large sheet of paper used in advertising
Prime time
hours on radio & tV with the largest audience, usu-
ally the evening
Product Placement
paying a movie or tv show to prominently display 
a company’s product during the film or show
Promote
use advertising and publicity to try to increase sales 
of a product
Radio or Tv spot





 large panels along roads and motorways used for 
outdoor advertising
Slogan
phrase used to advertise a product, or to identify 
a company or organization
Slot
specific time in a broadcasting schedule allotted for 
a commercial
Spam
 unsolicited advertising sent through the internet as an 
email message
Spot
position of a commercial in a radio programme or tV 
schedule
Tabloid
newspaper printed in small format, usually with a lot 
of photographs
Target objective; what is aimed at
U. S. P.
Unique Selling Proposition; a declaration of what 
makes a product different
Want ad job offer also the classifieds
Write a copy
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